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EWSPAPERS AND PERIODICALS which 

expect to apply for the Star Guar- 
antee of Rowell’s American Newspaper 
Directory before the 1908 book goes to 
press may make application now—pro- 
viding they have furnished the Directory 
publishers with a satisfactory report of 
copies printed, made out in detail for one 
year. Information regarding the method 
of procedure may be_ obtained by 


addressing 


Tue Printers’ INK Pustisutnc Co. 
10 Spruce Street 2 oe .* New York 
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VoL, LXI. 


A NEIGHBORHOOD NEWS- 
PAPER. 


THE “BRONX HOME NEWS’ PRO- 
VIDES A MEDIUM FOR THE SMALL 
CITY RETAILER WHO HAS’ NEVER 
HAD ONE HERETOFORE—A WEEKLY 
THAT IS GIVEN FREE TO READERS 
—SUCCESSFUL FOUNDATION, ON 
BUSINESS PRINCIPLES, OF A REAL 
NEWSPAPER IN A FIELD FORMER- 
LY MONOPOLIZED BY SCHEMERS. 


One of the hardest advertising 
problems is that of the small re- 
tailer and the neighborhood de- 
partment store in large cities. 

The manufacturer has abun- 
dant advertising mediums at his 
disposal, and can use anything 
from magazines to _ billboards. 
The large retailer and depart- 
ment store have newspapers, Dill- 
boards, etc., and even magazines 
to draw mail trade. 

But the small retailer in an im- 
portant center, and the moderate- 
size department store catering 
to a restricted neighborhood ina 
leading city, have little except cir- 
culars. The city dailies scatter 
too widely for them. General 
publicity may be secured in street 
cars on certain lines, or with 
billboards in certain districts, but 
these give no facilities for timely 
store news and price offerings. 
Attempts have been made to ad- 
vertise such establishments 
through circulars inserted in 
Sunday papers distributed through 
certain sections. But the method 
is haphazard and_ undignified, and 
the same defect is found in dis- 
tribution of circulars to homes. 
Mailing circulars costs too much. 

From time to time during the 
past five or ten years, in cities 
like New York, Brooklyn, Chi- 
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cago, etc, there have appeared 
neighborhood newspapers _ that 
promised to give the small re- 
tailer a genuine advertising me- 
dium. . The theory of these pub- 
lications was that they contained 
neighborhood news, and _ were 
distributed free through a definite 
section adjacent to secondary re- 
tail centers. As a matter of fact, 
however, hardly any of them 
have lived up to their theory or 
their opportunities. They were 
indifferently edited, and issued 
spasmodically by publishers in- 
tent on gathering in quick money 
from merchants. by plausible 
promises. A_ half-dozen issues, 
and the average neighborhood 
newspaper disappeared, to be 
succeeded a few months later by 
one as superficial. Despite the 
genuine demand for such jour- 
nals, hardly any publisher has 
ever taken them up on a sound 
business basis, furnishing a paper 
of intrinsic news merit and real 
advertising value. 

What may be done in this field 
is shown in the experience with 
a weekly paper started some 
months ago in the Bronx borough 
of New York City, the Bronx 
Home News. The success, and 
plan of publication of this neigh- 
borhood newspaper ought to be 
suggestive to other publishers in 
the leading cities. New York has 
room for perhaps a dozen others 
on the same order. Brooklyn 
would support at least a _half- 
dozen. Chicago, Philadelphia, 
Boston, etc. furnish similar 
fields. 

When the ill-fated Ridgway’s 
Weekly suspended, an_ excellent 
circulation man _ found himself 
out of a job—Stephen J. Rich- 
ardson, one of the pioneer circu- 
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lation managers in the New York 
field, and for years connected 
with the World and the Hearst 
papers. Instead of seeking anew 
position, Mr. Richardson turned 
his attention to\ the neighborhood 
newspaper, associated with James 
O'Flaherty, Jr. The Bronx 
Home News was started, with 
offices at 372 East 147th street, 
New York, and after first laying 
down the foundations of a jour- 
nal that would be a genuine local 
newspaper instead of an imita- 
tion one, the partners set out to 
circulate it on modern lines, and 
to build up a live advertising pat- 
ronage among merchants in that 
district. After six months, this 
enterprise is entirely successful, 
and permanent, and the paper is 
growing into a valuable bit of 
publishing property. 

In the district served by the 
Bronx Home News there are 
about 360,000 inhabitants, or 
70,000 families. This is almost 
entirely a home population, living 
in apartment buildings, two-story 
residences and_ single houses. 


Some of the population is rather 
cheap, while the Bronx also has 
a fair mixture of foreigners who 
do not as yet read English. After 


adequate deductions had _ been 
made for undesirables, however, it 
was found that between 45,000 
and 50,000 prosperous families 
lay in the scope of the new 
paper. 

A thorough canvass of the dis- 
trict was made, and_ carrier 
routes laid out along each street. 
Families enjoying an income of 
$2,500 upward were settled upon 
as the class to be reached, and 
without the labor of taking down 
names and addresses, the routes 
were made up by street numbers. 
Incomes were readily determined 
by the character of each dwell- 
ing, and care was had to spread 
circulation not too thickly. In a 
two-family residence, for  in- 
stance, one copy would be al- 
lowed, on the theory that it 
would serve both families. The 
great apartment houses holding 
thirty to fifty families were per- 
mitted a half-dozen to one dozen 
copies, and sometimes passed by 
altogether in favor of single resi- 


dences where householders nat- 
urally purchase more in the way of 
furniture and fittings. For read- 
ers not familiar with New York, 
it may be well to state that the 
average metropolitan apartment 
house has many _ conveniences 
built in that do away with the 
necessity for much furniture, 
hangings, decorations, etc. 

When a carrier route had been 
made up in this manner, a boy 
from the public schools was 
found to serve it. Steady young- 
sters were selected, and each had 
to have a letter of recommenda- 
tion from his teacher. The paper 
is now distributed every Friday 
night, after school, by -162 of 
these boys, each of whom re- 
ceives twenty-five cents for the 
work, Inspectors are also sent 
over the routes to see that the 
work is done faithfully, and the 
distribution is such that the pub- 
lishers guarantee their circula- 
tion, and print in each issue an 
affidavit of copies printed and 
put into homes. The claimed 
circulation is now 30,000 copies 
weekly. At the outset it was 
25,000 

The Bronx Home News is a 
weekly, and comes out Friday 
afternoon with retail advertising 
for Saturday sales in local stores. 
Six pages in size, it gives neigh- 
borhood social and general news, 
and has also a stiff backbone in 
local public issues. Political ques- 
tions are naturally eschewed. 
But criticism of public officials is 
made freely, and a campaign car- 
ried on. against abuses of every 
sort. The make-up and editorial 
tone have nothing whatever of 
the amateurish—though it costs 
readers nothing, it is a vigorous 
newspaper in every respect. As 
ninety-five per cent of purchases 
for the home are made by 
women, feminine interests nat- 
urally receive the most attention. 
.s whole page of recipes, fashion 
notes, etc., is published, and as 
the matter thereon is taken large- 
ly from British sources, it is not 
duplicated by other publications 
in this country. A serial story is 
run, and there is also a_ two- 
column article concerning goo:!s 
in local shops, written by an ex- 

(Continued on page 6.) 
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It is a good thing for a wagon to be 
hitched to a star. 


Men pay (and not without wisdom) 
for a maker’s name on their hats and 
stationery, and such prestige is actually 


valuable. 

The prestige of THE SATURDAY 
EveENING Post is of value to the adver- 
tisers associated with it. 


Yet we do not charge for this pres- 
tige, as may be seen by comparing our 
rates with those of other publications. 

THE SATURDAY EVENING Post is- 
sues 750,000 copies each week, and has 
more men readers than any other publi- 
cation in America. 


THE Curtis PUBLISHING COMPANY 
PHILADELPHIA 


Boston CHICAGO - BUFFALO 
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perienced woman journalist who 
describes what she sees, whether 
merchants happen to be adver- 
tisers or not, 

Advertising came somewhat 
slowly at first, partly because the 
merchants of such districts have 
repeatedly been deceived by 
transitory newspaper enterprises, 
and partly through a lack of good 
advertising traditions. Shut off 
from effective mediums, these re- 
tailers have managed to build 
business unaided by publicity, and 
have grown accustomed to see 
the big department store an- 
nouncements pull people down 
town every day, and to heavy de- 
liveries in their neighborhood 
through department store wag- 
ons. There was the objection, 
too, that the paper was given 
away to readers. This did not 
seem compatible with advertising 
value to merchants when first ap- 
proached. 

The neighborhood newspaper, 
however, has an immense ad- 
vantage in rates and_ position. 


Where space in one of the great 


New York dailies costs thirty to 
forty cents a line, the rate of the 
Bronx Home News is seven 
cents. Where a small retailer’s 
ad in a great metropolitan daily 
would be lost, the two-inch an- 
nouncement in this neighborhood 
paper can have good position 
next reading, while a quarter- or 
half-page space dominates the 
whole paper, and looks as big as 
a department store’s  double- 
decker in a Sunday issue. So 
the advertising patronage has 
steadily grown, and where the 
paper started out against many 
objections, these are gradually 
disappearing, and merchants ac- 
quiring the habit of short-range 
priced publicity. Given six stores 
in a certain line, all standing out 
against advertising at first, it is 
usually necessary to win over 
one. When a merchant’s com- 
petitor begins to advertise, he 
follows. One strong objection on 
the part of merchants at the out- 
set was the fact that the paper 
was distributed free. It was held 
that no paper given away could 
be a good medium. But to this 


the publishers reply that many 
times the New York Sunday pa- 
per, sold for five cents, really 
costs the publisher six or seven 
cents to produce. 

Some interesting circulation 
schemes have also been employed 
to demonstrate the vital hold this 
neighborhood newspaper has on 
its readers. In fact, the Bronx 
Home News is circulated as -ag- 
gressively as though it sold for 
three cents a copy. 

One week, soon after it was 
launched, a large numbered cer- 
tificate was put into each copy 
of the 25,000 issue. To-make the 
numbers less imposing, these 
certificates were divided into five 
groups—A. B. C, D and E, with 
numbers running from 1 to 5,000 
in each group. Readers were 
told to preserve the certificates 
and watch for further announce- 
ments, and warned that no more 
certificates would be dcistributed. 
Then the publishers went to mer- 
chants among their advertisers 
and purchased articles of wear 
ranging from a suit of boy's 
clothing to a woman's skirt, to- 
gether with books, food articles, 
beverages, drug sundries, etc. 
This merchandise was left in the 
stores, but each purchase num- 
bered to be redeemed by one of 
the certificates. Then a list of 
the numbers attached to the ar- 
ticles was published, together 
with directions as to the store at 
which each could be secured bya 
reader holding the proper certi- 
ficate. The result was, of course, 
that merchants saw the paper 
visibly bringing people to their 
stores, and appreciated its worth. 

At first glance this scheme 
looks like a lottery. But it is not 
conducted on any principle of 
chance. Articles of merchandise 
are thus given out each week, 
and will continue to be distribut- 
ed until every one of the 25,000 
certificates in readers’ hands has 
secured a gift, though it be but 
a moderate-price novel. The lot- 
tery feature is further avoided by 
putting this distribution on a 
plane that involves no drawing 
no guess or competition on the 
part of certificate holders, and no 

(Continued on page 8.) 
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The Bulletin every 
evening goes into nearly 
every Philadelphia 
home, that’s why it pays 
advertisers to concen- 
trate their advertising 
in The Bulletin. 


Net daily average circulation for September 


224,332 copies a day 


‘“‘The Bulletin’s” circulation figures are 
net; all damaged, unsold, free and returned 
copies have been omitted. 


WILLIAM L. McLEAN, Publisher 
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The device is, of course, expen- 
sive. But it accomplishes what it 
was designed to do. 

Prizes are also awarded among 
the carrier boys for efficient work 
in distributing the paper. Read- 
ers are urged to send in names 
and addresses so that it may be 
received regularly. 

A want ad department, at a 
cent a word, has proved a very 
profitable little side issue, and is 
now in charge of a woman who 


regularly solicits liners under 
such classifications as Help 
Wanted, Situations Wanted, 


Houses and Flats For Sale or 
Rent, Lost and Found, Furnished 
Rooms, Board, etc. Walking 
through the streets in the Bronx, 
this solicitor rings the bell where- 
ever a sign is found on a house 
or apartment building. She 
shows that a_ sign offering 
board, a furnished room or an 
apartment for rent is seen only 
by the people who pass through 
that street, and solicits a liner for 
the neighborhood paper, which 
will reach 30,000 families, Orders 
almost always result, and the 
classified department pulls so 
well that it has now run over a 
full column. 

There are several good-size de- 
partment stores in this paper’s 
territory, with about fifty retail 
merchants who could easily use 
it to the extent of half a column 
weekly, and more than a hundred 
others who could afford smaller 
space. These make up a clientele 
that equals that of the daily pa- 
per in a fairly large city. Then 
there are also brewers, under- 
takers, liverymen, etc., who can 
be solicited. General advertising 
is secured from manufacturers of 
foods, medicines, etc., who are 
placing their goods with retailers 
in the Bronx, and it is possible 
to solicit business from _ the 
downtown department stores, too. 
So far, however, the latter class 
of advertising has not been 
sought, it being the belief of the 
publishers that if the local mer- 
chants patronize the paper it 


should be held chiefly for them. 
The merchants have responded 
so well in six months that now 
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money consideration of any sort. a full-page announcement froma 





purely local 
uncommon. 
—_+o+—__—_ 


THE “SAFE” PROPOSITION. 


“Men may come and men may 
go, but safes go on forever,” re- 
marked an old employee of a 
firm of safe manufacturers, 
whose name is a household word, 
the other day. ‘Isn't it curious,” 
he continued musingly, ‘that 
while there has been a complete 
revolution in every character of 
office appliance down to the 
smallest detail, during the past 
twenty or twenty-five years, the 
safe remains just the same square 
or oblong iron box, painted a 
plain and somber black, hardly 
without exception. I’ve often 
wondered why. It’s true the safe 
is primarily an article of use, but 
so, for that matter, is everything 
in a business office _ nowadays. 
Then, again, the safe takes up 
more room and is usually more 
conspicuous than any other single 
object of office furniture, and 
here is another reason for evolu- 
tion in its outward appearance. 
The safe has not changed—out- 
wardly, of course, I mean—there 
have been many improvements in 


retail house is not 





interior construction—for years 
and years. 
“except the globular burglar- 


proof safe, which is very costly 
and seldom seen, it was the same 
yesterday, is to-day, and _ bids 
fair to be forever. And yet, I 
believe a big fortune awaits the 
man who will apply progressive 
ideas to the outsides of fire and 
burglar-proof safes. There is 
one large concern now which 
makes a line of safes, strictly for 
home use. They have worked 
out a dozen different styles, all 
being outwardly simply pieces of 
household furniture; what they 
call “a combination of _high- 
grade safe and high-grade furni- 
ture.’ The same general idea 
will be carried out for business 
purposes some day, depend upon 
it, and the man who does it will. 
for the first time in the history 
of the safe business, join the 
ranks of the general advertisers. 

“Curious, too, isn’t it, tha! 
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safes have never peen advertised? 
Why have they always escaped? 
That’s a rather hard question. 
One reason certainly I have al- 
ready given you—because there 
has been so little interest taken 


in their appearance. The rest. 


has always been matter of hard 
and fast argument on the part of 
the salesman. There never has 
been an instance of an article 
sold so completely by direct 
solicitation alone as the fire and 
burglar-proof safe. 

“Life insurance,which is much 


in the same class, depending 
always for the closing of a 
contract upon the _ solicitor, 


has yet been immensely helped 
by advertising; has even de- 
pended largely upon it in re- 
cent years. Aside from the or- 
dinary well-printed catalogue, I 
cannot recall an instance of a 
single safe firm that has done any 
special advertising or even con- 
ceived such an idea except the 
house I just referred to with its 
line of safes for the home, They 
got out an exceptionally good 
booklet, which they admit has 
sold safes for them. But there 
will be no advertising of safes 
till somebody inaugurates a new 
era in safe exteriors—just for ex- 
ample say—a line for each lead- 
ing business suggesting partly in 
completely in 
decoration the character of that 
business. 

“The office safe is the only 
ugly thing that is left to us and 
it cannot escape much longer. 
There has been plenty of brains 
expended on the interior, and now 
it is time to use a little on the 
outside, and a little more in ad- 
vertising.” 


—_ +o ——_—_ 
A FREE PRESS. 

If any new laws be passed, let them 
be to encourage circulation, not to cur- 
tail it. Thought should be allowed to 
circulate as freely as air; even terror 
should be free to come and go, for 
truth will overtake and conquer it. 
Above all, Freedom of the Press and 
the right of Trial by Jury, should 
beth be held forever sacred and in- 
viclate—-Wilmer Atkinson. 

—__+o+ 

It was a poor advertiser who first 
said that salvation is free. Many peo- 
ple have found that the things which 
are free are not worth having.— 
Burba’s Barbs, 
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During the past year 
The American Mag- 
azine has declined 
certain advertise- 
ments to the value 
of over $50,000. 

This firm policy of re- 
striction which governs the 
advertising in The American 
Magazine makes a big in- 
crease in the value of the 
space. It implants confi- 
dence in the minds of read- 
ers—the one thing of most 
value to the advertiser. 

Look through the current 
issue of The American Mag- 
azine and you won’t find in 
its voluminous pages one 
questionable message. 

Your advertisement in 
The American stamps your 
goods “standard” in quality. 
It couldn’t be there, other- 
wise. 

December circulation will be 
325,000—75,000 in excess of the 
guarantee. No increase in rates 
-yet, 

December to press November rst. 


aS 





Advertising Manager. 


New York—341 Fifth Avenue. 
Chicago—153 La Salle Street. 
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POSSIBILITY LIMITS. 

The limits of the possibilities 
of any business are bounded only 
by the outside range of the 
imagination and the fertility of 
resource possessed by the man 
back of the business, and by the 
degree of energy shown by him 
in carrying his plans to comple- 
tion. Failing to possess imagina- 
tion, a man cannot build bigger, 
he can only do over and over 
again that which he has done 
times without number, Failing to 
be resourceful, even his most 
brilliant thoughts will remain 
but castles in the aif awaiting 
some one to supply the details 
which shall spell success. Failing 
to supply the energy, he may plan 
ever so often and so well, yet 
will the fortune that might have 
been his go to another and more 
energetic _ competitor. 

Here we have a 
ability to look ahead, the ability 
to make plans workable, and the 
energy to carry them out—which 
will carry a man _ to_ success. 
What is more, these faculties can 
be developed by all men, although 
by some to a greater degree than 
by others. That, however, is not 
the point. The point is that ev- 
ery man, specifically every busi- 
ness ‘man, should develop his 
possibilities in these directions to 
the limit. 

The contractors of Lawrence, 
Mass., have found business pretty 
good for the last three years. 
Now one of them has given the 
business. a_ still greater impetus. 
He reasoned that land was con- 
stantly increasing in value so 
why not improve the investment 
by building four instead of three- 
story howses. His reasoning was 
good, building regulations _ per- 
mitted it, his letters were good. 
so nowadays nearly all houses 
built for investment purposes are 
four stories in height. 

This man, though, did not stop 
at new houses. Not he. He 
went right ahead and wrote let- 
ters to many owners of two and 
three-story houses. Result—many 


trinity—the 


have been induced to add another 
story or two. 
head, that man, 
factory in town for 


Good business 


A little 


years struggled along just barely 
earning a living for the proprie. 
tor. About a year ago it changed 
hands. To-day that factory i 
doing a splendid business. Im- 
agination, call it perspicuity if 
you will, did it. ‘Lhe former 
owner did little to push the busi- 
ness other than amongst his fel- 
low countrymen. The new own- 
er immediately started to can- 
vass thoroughly all the foreign 
population of this very cosmo- 
politan city. Results far exceed- 
ed expectations, 

Another thing this new owner 
did was to improve the quality. 
This was certainly a decided in- 
novation, for the general im- 
pression prevalent amongst busi- 
ness men was and is that such 
foreigners as Italians, Poles, 
Jews, etc., want nothing but the 
cheapest. Perhaps they do in re- 
gard to some things, but as re- 
gards to the factory in question 
improving the quality proved to 
be a great hit, a wonderful busi- 
ness builder. The increase in 
price was paid without a murmur 
once the quality was established. 

Many small country stores are 
conducted along very conservative 
lines. While this is all very 
good, and, in a sense, necessary, 
the writer is firmly convinced 
that, all things considered, _ this 
conservatism is carried to an ex- 
tent beyond the point where it 
proves profitable. As there is 
such a thing as taking too many 
chances, so is there also such a 
thing as taking too few. 

To illustrate: let us consider 
conditions prevailing in many of 
the southern New Hampshire 
towns. In nearly all these towns 
you will find only one store, and 
that store you will find to be a 
dead one, almost without excep- 
tion. Ask these dealers why they 
do not stock up or carry better 
goods and promptly they will tell 


you that the people are very 
poor; so poor, in fact, that they 
cannot afford to buy more or 


better things than they are now 
buying. Now listen to what a 
young junk dealer told me as we 
spun along the country roads in 
his automobile: 

“These people have money ‘0 
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spend and have had it for years, 
only they have had no chance to 
spend it. For years our trips to 
this region were largely in the 
nature of holding the ground 
ratiae than from any great rev- 
enue derived from it. But since 
the Southern New Hampshire 
Liectrics and others have gone 
into the country, things have 
been different. The people go to 
Haverhill, Lowell, Lawrence, 
Nashua and Newburyport to buy 
things and they buy liberally. 
The loads we now get as against 
what we used to get are a reve- 
lation. Good rags, mind you, 
good rags—which means that 
these people are spending money 
and living well.” 

From this it is plain to be seen 
that it was not so much a lack 
of money as a lack of chance to 
spend it. If their local dealers 
had brought acceptable goods to 
their doors, they would not have 
waited to go elsewhere. Again 
to quote the young dealer: 

“Before the electrics came _ it 
took many of these people half a 
day to reach town. This time 
they were not willing to give. 
Now they can get there in an 
hour, consequently they think 
nothing of running in. They’ve 
got money all right.” 

In face of this testimony, given 
by a bright and observant young 
business man, there is no hesita- 
tion in saying that it is “all up to 
the local dealers.” Goods may 
cost them a trifle more—often 
they can buy as cheaply as any- 
one—but even though the goods 
did cost a little more—rent, clerk 
hire, cost of living, light, etc., 
are all in favor of the country 
store, so this store should be 
able to hold: its own much better 
tian it does. A little imagina- 
tion, a little resourcefulness, a 
little energy, and some good ad- 
vertising, which can always. be 
done for a yery reasonable figure 
in country towns, would do much 
for these country stores, 
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A FREE PRESS, 

A Press watched -by -Government 

spies, either at home, at. the 
or at the seat of Govern 
a Free Press.—Wilmer A 
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BREAD SALES IN EUROPE AND 
AMERICA. 


To illustrate the difference between 
various countries which must be taken 
into account in introducing proprietary 
goods from one country to another, 
the following from The British and 
Foreign Confectioner and Baker, rela- 
tive to the bread supply of American 
and European countries, is both inter- 
esting and important: “Government 
statistics show that the bakers of the 
United States furnish about on 
per cent of the bread consumed, 
ing the housewife credit for ‘eating 
eighty-four per cent. -On the other 
hand, the Scottish baker furnishes 
ninety-five per cent against fivé per 
cent baked at home. The Ftench 
baker furnishes eighty per cent, leav- 
ing twenty per cent for the home 
baker. England and Ireland are 
credited with seventy-five per cent for 
the baker against twenty-five per cent 
for the housewife.”—Derrick’s British 
Report. 


Undisputed 


The Undisputed Claim that it has the 
LARGEST TWO-CENT 
CIRCULATION 


of any newspaper, morning or 
evening, not only 


IN CHICAGO 


but in the whole country, is supported 
by the detailed statement of circula- 
tion appearing in every issue of 


The Record - Herald 


The circulation is steadily increas- 
ing, and the rea’ of Tue Recorp- 
HERALD are people who 


hove tis manees 
able desive created oe hie 


CIRCULATION. for OW for SEPTEMBER 


1, ial 


RECORD-HERALD BUILDING, 
New York Office, 437 rit Aves Ave, 
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WANAMAKER ENTER- 
TAINS. 


John Wanamaker formally 
opened his new store in New 
York on September 24, in the 
presence of about 400 members 
of the press and representatives 
from the advertising departments 
of other department and dry 
goods stores. ‘Lhe guests as- 
sembled in the auditorium, and 
were welcomed by Mr. Wana- 
maker, who told of the growth 
of the old A. T. Stewart store 
into an establishment, with the 
new building, occupying thirty- 
two aeres and employing 6,000 
persons. Dr. J. K. Dixon gave a 
story of the store, illustrated 
with the stereoptican. He stated 
that the Philadelphia Wanamaker 
store has forty-two acres of floor 
space and 7,000 employees. 

After an inspection of the 
store, dinner was served in the 
restaurant on the ninth floor. 
George B. Cortelyou, Secretary 
of the Treasury, was the guest 
of honor at the dinner, and de- 
livered the principal address. 

In introducing Secretary Cor- 
telyou Mr. Wanamaker referred 
to him, after briefly sketching 
his career, as “the kind that 
never stops—the man that doesn’t 
talk, but does things.” The 
secretary said no higher compli- 
ment could be paid to him than 
to number. him among the work- 
ers. He then said: 


It is especially gratifying to me as 
a New York man to be present at the 
dedication of such a buildmg as this, 
so splendid in its proportions and so 
complete in its ¢quipment. It-is not 
those of us who are at all times resi- 
dent here, but those whom duty calls 
for a time at least to other places, 
who realize most the deep significance 
attaching to the completion of a new 
mammoth structure or the - launching 
of a new enterprise in this great city. 
New York has grown so big in every- 
thing—in wealth, in manufacture, in 
trade, in buildings, and better still in 
those .enterprises which have for their 
end the moral uplift of the citizen— 
that those New Yorkers who like my- 
self are absent long enough to note 
the tremendous changes may well mar- 
vel at the grit with which you liter- 
ally invade the skies with your build- 
ings, peopling them with a population 
under one roof that equals the average 
American town in numbers, and_ that 
amages the world by its varied activi- 
ties and achievements, 


We have much to show the world a 
evidence of America’s material great 
ness, but I venture to say there i, 
nothing in that respect that we woul. 
regard with as much pride as_ th 
American pay-roll. It has no equai 
anywhere. In a large sense it has 
made the American home, the Ameri- 
can school and the American savings 
bank the envy of the world, tempting 
thousands to our shores every day to 
share our prosperity and our content- 
mcnt. 

Born in this great city and living 
most of my life here, I am naturally 
proud of its commanding commercia! 
position among the cities of the world 
and in the large part it has played 
and is still playing in the development 
of our country. We think of our city 
so often as a money center that we 
overlook its manufacturing and com- 
mercial supremacy. No other Ameri- 
can city in many respects equals its 
manufactures.. It turns out a billion 
and a half in manufactures each year 
and pays out more than half a billion 
in wages in factories alone. The mer- 
chandise shipped from this port in the 
year ended June 30, 1907, was valued 
at $627,949,857, while the imports 
were $853,696,952. In the banks and 
trust companies there are deposits of 
$3,478,046,211. In another branch of 
the government—the Postoffice Depart- 
ment—in which I have an especial in- 
terest, an interest which I am sure is 
shared by my predecessor in that de- 
partment, now the honored head of 
this great establishment, the figures 
are als. enormous. Your _ postoffice 
takes in more than twenty-one million 
dollars a year and handles more than 
ten million pieces of mail every day. 

Mr. Wanamaker, I know well the 
story of your eventful life. My 
grandfather, Peter C.- Cortelyou, was 
privileged to know intimately that high- 
minded philanthropist and __ splendid 
ornament to the profession of journal- 
ism, George W. Childs, who in your 
early struggles in Philadelphia saw 
the possibilities of your future and 
stood by you loyally in times of stress 
and storm. You have vindicated his 
judgment. It is a very happy coin- 
cidence that to-day, which witnesses 
the inaugural inspection of this notable 

ilds marking as it does so largea 

of accomplishment in the world 
of business, you should find among 
those grouped about you so many rep 
resentatives of. the great profession 
which that oldtime friend and_ sup- 
porter did .so much to advance, and 
whose example of honesty and _fear- 
lessness is so worthily emulated by 
many and is so worthy of emulation 
by many more. 

To you and others like you who buil: 
these great temples of merchandising, 
who study the needs of the multitude 
and keep in close touch with them, 
the city owes much, and I am_ glad 
of the opportunity I have had to-day 
to view this new evidence of your en- 
terprise and public spirit. 

—— - +o - 


Ir you are not satisfied with the 
part you are: playing, don’t blame the 
rest of the actors.—Burba’s Barbs, 








Mag 
aa 
umn 
adve 
with 
man 
som 
writ 
sO. 

agai 
zine, 
and 
pear 
a co 
that 
betw 
be i 
may 
the 

abso 
lish 
whic 
pany 
tent: 
weel 


my 
with 
of a 
the 

first 
appe 
as 1 
mou 
are 


and 


that 
In ¢ 
anne 


Sti 
ther 
Vin 
and 
Soa 
one 
it. a 
obv 
ihat 


sod. 


eon 


whe 














PRINTERS’ INK. 3 


WITH ENGLISH ADVER- 
TISERS. 





The advertising in the Strand 
Magazine has been the subject of 
a previous article in these col- 
umns, and on that occasion the 
advertisements were analyzed 
with a view to discovering how 
many of the advertisers offered 
some special inducement to 
write, and how many did not do 
so. It is now proposed once 
again to refer to the same maga- 
zine, because its two hundred 
and first number has now ap- 
peared; and as I happen to have 
a copy of the first issue, it seemed 
that a comparison and contrast 
between the two numbers might 
be interesting and significant. It 
may be said in passing that 
the Strand has, by its example, 
absolutely revolutionized Eng- 
lish magazines, just as Tit Bits, 
which is issued by the same com- 
pany, has changed the style, con- 
tents and other details of our 
weekly publications, 

It unfortunately happens that 
my first issue of the Strand is 
without its cover, but the number 
of advertisers who appear in both 
the first and two hundred and 
first issue is a dozen or so. The 
appearance of the advertisements, 
as might be expected, differ enor- 
mously. In-the first issue there 
are scarcely any borders used 
and the matter is, in most cases, 
of a cold, dispassionate order, 
that looks ‘strangely unconvincing 
in comparison with many of the 
announcements appearing to-day. 

In the first. number of the 
Strand, issued in January, 1891, 
there is an advertisement for 
Vinolia Soap, occupying a page, 
and it is headed, “How to Judge 
Soap.” Two-thirds of the space 
is occupied by an extract from 
one of the Cantor Lectures, and 
it opens in this fashion: “It is 
obvious that it does not follow 
ihat a soap is of a high quality 
28 a toilet soap simply because it 
3; practically free from excess of 
soda or potash, although the 
converse is true, yiz., that a soap 
is entirely unsuited to the skin 
when it contains: much of that 


constituent, no matter how ex- 
cellent it may be in other re- 
spects. In short, a toilet soap, to 
be of the first-class from all 
points of view, must possess the 
following qualities, etc., etc.” 

In the issue of September, 
1907, there also appears an adver- 
tisement for another toilet soap, 


known as Pynozone Soap, and 
the heading of this is “The Most 
Delightful of all Soaps.” This is 


followed by a sub-heading in the 
following terms: “Clear evidence 
of the superiority of Pynozone 
Soap for the Bath, Toilet, Nur- 
sery, Sick-room, Shaving and 
Shampooing, together with the 
offer of a pretty present.” After 
this is an introduction to the 
general argument in favor of 
Pynozone Soap in the following 
terms: 

“Tt ought not to be difficult to pick 
out the one best soap from the many 
varieties on the market. Everyone 
knows that the true test of a_ toilet 
soap is its effect on the hair and skin, 
and that if the particular soap used 
does not promote the health of hair 
and skin it should be discarded with- 
out delay. In this article we _ shall 
prove- that of all possible soaps, ‘Py- 
nozone Soap’ is the one “that should 
be used by all who value their appear- 
ance. When soap is under discussion, 
obviously, the first point to notice is 
the materials of which it is made, and 
the method of manufacture. ‘Pyno- 
zone Soap’ is best described as a deli- 
cate combination of the finest mater- 
ials manufactured under perfect scien- 
tific and hygienic conditions. Hence 
it is that ‘Pynozone Soap’ has so com- 
mended itself to nurses and those who 
have made a study of dermatology. A 
further point is the fascinating and 
delightful fragrance of ‘Pynozone 
Soap,’ which puts it in a category by 
itself, and renders it ‘peculiarly ac- 
ceptable.” 

It might further be added that 
in the earlier advertisement no 
illustrations were used, whereas 
in the later one three very dainty 
photographic studies were used, 
which illustrated the use of the 
particular soap for bath, toilet 
and nursery. These two an- 
nouncements constitute a very 
good example of the advance 
made during the intervening 
period. By way of further il- 
lustration of the difference in 
general appearance we give. these 
two advertisements for Bond’s 
Marking Ink. It is, of course, 
true that the one advertisement 





qe 


occupies double the space of the 
other, but quite apart from this 
the contrast is exceedingly strik- 
ing: 

GIVEN AWAY! 


Your Nickel Silver 
PEN AND PENCIL CASE 
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Rul (JOHN BOND'S) 
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The thing which strikes the 
student of advertising most in 
considering the two issues is the 
enormous development not only 
in the number but in the range 
of advertising between the two 
dates. In the earlier issue there 
were several publishers’ an- 
nouncements, half a dozen for 
foods of various kinds, three or 
four for stamp sellers, medicines, 
beverages, insurance companies, 
toilet articles, curtains, clothing, 
etc., and really very little else. 
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appliances, physical culture ap- 
paratus, stoves, and wines and 
spirits. It will thus be seen that 
an enormous number of goods 
are now advertised which only a 
few years ago did not exist, o1 
made no attempt to push their 
claims with the public. Doubt- 
less, some small amount of the 
increase in advertising is due to 
the improved postal facilities and 
the cheaper rate at which parcels 
may be sent through the post. 
With regard to this point I was 
interested in seeing the books of 
an advertiser, who resided in a 
northern town, who did a big 
mail trade in garments: It might 
almost have been expected that 
the sales in and near London 
would have been comparatively 
small, owing to the fact that 
there are such an enormous 
number of shops and every fa- 
cility for seeing goods before 
purchasing. As a matter of fact, 
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Judging by the advertisements, 
the public at that time were a 
little more interested in solid 
reading, for one comes across the 
names of such books as, Dr. 
Pfleiderer's “Development of 
Theology in Germany and Great 
Britain,” Dr. Martineau’s “Types 
of Ethical Theory,” the Schopen- 
hauer Series, and other books 
which appeal to the scholar, 
rather than the general reader. 
In the present issue there are, 
in addition to those for 1891, ad- 
vertisers of art metal work, baby 
“wars, bath cabinets, billiard tables, 
boots and shoes, boot polish, 
cigars and cigarettes, costumes, 
cutlery and plated goods, cycles 
and accessories, dyers and clean- 
ers, various educational institu- 
tions, filters, furniture, gums, 
. hotels, -hygienic 
and invalid appliances, mineral 
waters, gramophone and mechan- 
ical piano-players, photographic 


it was found that a more than 
satisfactory proportion of orders 
came from London, other big 
towns and their suburbs, which 
showed that there are a_ large 
number of people. who are more 
than willing to buy through the 
post, and who do this in spite of 
shops at their very doors. 
During the summer of this year 
many of the English papers ran 
a series of paragraphs editoriall; 
warning the public against sub 
stitutes, apparently with the idea 
of conciliating and pleasing th: 
advertisers who used their col- 
umns. It is very doubtful 
whether. these general warning: 
made, or were likely to make 
very much difference. It reali; 
rests with the advertiser himsel! 
to so fill the mind of the reade: 
with the virtues of his article tha 
they will absolutely insist on get- 
ting it. There has to be an enor- 
mous force, however, in any an 
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nouncement that will compel the 
reader to insist on getting the 
advertised article, especially when 
the substitute is recommended to 
him by a suave, pleasant,. amiable 
salesman from whom he has been 
in the habit of purchasing for 
years. 

It has also to be remembered 
that as regards proprietary pat- 
ent medicines there is an asso- 
ciate known as the P. A. T. A., 
which aims at getting a guaran- 
teed minimum wholesale and _ re- 
tail price for all patent medicines. 
Many medicines are on the pro- 
tected list and many are _ not. 
Whether being on the list is or is 
not an advantage is a matter for 
debate amongst the proprietors 
of patents. The argument on the 
one side is that chemists will do 
what they can to hinder the sale 
of goods on which the price can 
be cut, and onthe other hand many 
proprietors claim that the chem- 
ist can neither help or prevent 
the sale of goods that# the public 
wants, consequently such pro- 
prietors do all they can to com- 
pel the public to ask for their 
goods and insist on them, and many 
chemists for their part bury the 
goods, run out of stock and gen- 
erally do what they can to mini- 
mise sales. Anyone interested in 
the subject might do worse than 
look through a file of the English 
paper, the Chemist and Druggist, 
and read the letters that appear- 
ed during the spring, and which 
revealed the animosity of many 
chemists to unprotected proprie- 
tary lines. 


A FREE PRESS. 


If Congress is explicity denied the 
right to pass any law abridging the 
Freedom of the Press, how, in justice, 
can any executive official assume to 
base upon those laws the right to ques- 
tion any citizen’s right to publish, or 
to shut up his printing office. If 
Congress has no right to tamper with 
the Freedom of the Press, how can 
the Postofice Department ride rough- 
shod over the Public Press and say 
which shall live and which shall die? 
—Wilmer Atkinson. 

——_+o 


IF your product is used by the 
housewife, you had better go straight 
to that iady and tell her about it. 
She will listen. You needn’t be a_bit 
afraid she won’t.—Edmund Bartlett, 
in “Selling More Goods.” 
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A FRANK _LETTER—BUT, 
PUBLISHER, “PRINTERS’ 
IS NOT PUBLISHED BY 
ADVERTISING AGENCY. 

Datias, Texas, Sept. 21, 
Editor of Printers’ INK: 
We have frequent communications 
from you in regard to advertising in 
your publication. We do not attach 
the great importance to advertising in 
the various schemes run by advertising 
agencies that the publishers seem to 
attach thereto. When we advertise in 
one of them it is not with much ex- 
pectation to receive business from ad- 
vertisers, but it is to cultivate the 
good will of the agency. There are so 
many of such publications that it 
would be business folly to advertise 
in all of them. We have adopted the 
rule to give patronage. in . proportion 
to that received from the - agency, 
whether we pay cash for it or whether 
it is taken out in advertising. We 
would not desire, of course, to place 
an advertisement and receive no more 
than that amount of patronage from 
the agency. Under out rule adopted, how- 
—_ we can not avail ourselves of PRINTERS’ 
NK. 


1907. 


Yours truly, 
TexAs FARMER PUBLISHING Co. 
~~ —____— 

For a thing that everybody admits 
doesn’t pay, the lie is a long time 
getting out of the market.—Burba’s 
Barbs. 











You lose money 
every time the 


SPARE 
MOMENTS 


Magazine 
goes to press without 


your advertisement 
in it 


Put SPARE MOMENTS 
on your next list 


Leonard Darbyshire, inc., 
Publisher, Rochester, N. Y. 
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A Roll of. Honor 





No amount of money can buy a place in this list fora paper not having the 


requisite qualification. 


Advertisements under this caption are 


ted from Li 3 who, accord- 





Pp p 
ing to tne 197 issue of RKowell’s American Newspaper Directory. have submitted for 
that edition of tne Directory a detailed circulation statement. auly signed and dated, 
also from publishers wno for some reason failed to obtain a figure rating in the 1907 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 193 issue of the American Newspaper Directory, Cir- 
culation figuresin the ROLL OF Honor of the last named character are marked with an (> ). 


These are generally regarded the publishers who believe that an advertiser hasta right 
h 


to know what he pays his hard cash for. 





The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 
Birmingham. Ledger, dy. Average for 1906, 
22,41¥. Best advertising medium in Alabama, 


Montgomery. Journal, dy. Aver, 1906, 9,844, 
The afternoon home newspaper of its city. 


ARIZONA. 


Phoentx. Republican. Daily aver. 1906,6.478. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 
Fert Smith, Times. Evening (except Sat.) and 
Sunday morning. Daily averaye 106, 4,228. 


CALIFORNIA. 

Oakland, Herald. Average /906, 
19,667; Aug., 7907, 28,845. Only Cali- 
fornia daily circulation guaranteed by 
Rowell’s Directory. 





San Francisco. Sunset Magazine, monthly; 
literary, 192 to 224 pages, 6x8. Average circula- 
tion seven months ending July, 197, 91.428. 
Home Offices, Flood Building. 


COLORADO. 

Denver, Post. The trail of the mighty dollar 
leads from the West. Start it your way witha 
Wantadin the Post. Cir. dy. 59,674, Sy. 84,411, 
62 The avsolute correctness uf tne laiest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 


GUAR Rowell’s American News- 
TEED paper Directory, who will 


pay one hundred dollars to 
the first person who success- 
fally controverts its accuracy. 


CONNECTICUT. 
Py ie Evening Post. Sworn dy. Aug., 


Bridgeport, Morning Telegram. ony. 
Average for Aug. 1907, sworn 11,480. 
You can cover Bridgeport by using 
Telegram only. Kate, i¢c. yer line, flat. 
Meriden. Journal, evening. Actual arerage 
for 1906,7.580. First four months 1907, 7.734. 
Meriden. Morning Record and Republican. 
Daily average for 1905, 7.578; 1906, 7.672. 
New Haven, Evening Register,dy. Annual 
sworn aver. for 1906, 14.681; Sunday, 11,662, 
New Haven, Palladium. dy. Aver. 1905, 8,686; 
1906,9,549. HE. Katz, Special Agent, N. ¥. 
New Haven, Union. Average /906,16,481, 
First 6 mos., ’07, 16,582. E. Katz, Sp. Agt., N.Y. 
New London, Day. ev’g. Aver. 1906, 6,104 
aver. for August, 6,790, Rates cirect. ‘ : 


Norwalk, Evening Hour. Daily average guar- 
anteed to 8, . Sworn circulation 
statement furnished. Covers not only the Nor- 
walks but fifteeu small towns adjoining, cover- 
ing a territory of over 40,000 people. las the 
largest circulation of any newspaper in South- 
western Covnecticut. 


Norwich. Bulletin, morning. Average for 
1905, 5, 920; 1906, 6,559; June, 1907, 7,289, 


Waterbury. gy ay dy. Aver. for 1905, 
5.645; 196, 5.957. La Custe & Maxwell. 


DISTRICT OF COLUMBIA. 


Washington, Evening Star, daily and Sun- 
day. Daily average for 1906, 85.577 (@©). 


FLORIDA 


Jacksonville, Metropolis. dy. Av. 1906, 9,482, 
4st 6 mos. 1907, 10,692, E. Katz, Sp. Agt., N. Y. 


GEORGIA. 
Atlanta, Journal, dy. Av, 1906, 50,857, Sun- 
day 57,988. Semi-weekly 74,916, The Jour- 
nal covers Vixie like the dew. 


IDAHO. 


Boise, Evening Capital News, d’y. Aver. 1906, 
4,808; average, July, 1907, 6,188, . . 


ILLINOIS. 


Aurora. Daily Beacon. Daily avera 
1905, 4,880; 1906, 6,454, ‘i ee 


Cairo, Citizen. Dail ist. 
on eee y average ist. 6 months, 


Champaign. News. Guaranteed larger circu- 
lation than all other papers published in the twin 
cities (Champaign and Urbana) combined. 


Chiengo, Bakers’ Helper, monthly ($1.00). 
Bakers’ Helper Co. Average for eit ee, 


Pm = pentane Lang sw hy, $2. Aver, 
ton for year . 0. 39 
ended Sept. 25, 1907, 78,906." —— 


Chieago, Dental Review, monthly. 
average for 1905, 8,708; for 1906, 4,001. 


Chicago, Examiner. > 
fer? on . her. Average 


649,846 Sunday, 
178,000 Daily. 
Guarantees larger circulation in 
city of Chicago than any two 
bg ood moeine Bapere combines. 
‘as certifica S80c! 
of American Advertisers. a 
Circulation for | Sunday, 717.681. 
ry.1907:5 Daily, 192,271. 
Absolute correctness of latest circulation rat- 


Actual 


ing accorded the C go Examiner is guaran- 
teed by the publish: % 
. 7. Pl ers of Rowell’s Newspaper 





Chicago, Farm * oans and City Bonds. i . 
ing investment paper of the United States, uses 
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If You Advertise in“ (QMFCRT” 


you willfeelas comfortable 


as thisman looks. 


N advertiser writes: “It's always a pleasure to pay my 
agent's bill for advertising in COMFORT. I know 
that I shall get my money back with big interest. I wish 

there were more papers that paid as wel as COMFORT 
does.” Almost ever since its inception COMFORT has had 
a reputation as a wonderful “puller.” And you may be sure 
that there is a solid foundation back of that reputation, or it 
wouldn't last. For years every piece of advertising matter we 
have put out has carried the words, “Ask your advertising 
agent about COMFORT.” Unless we were reasonably sure 
of the kind of an answer he'd make, we wouldn’t give you this 

s advice. He knows what the paper has done for other clients 
of his; consequently, when he advises you to use the paper he 
runs no risk of losing his own reputation as an expert adviser on 
profitable mediums. When an old and experienced mail order 
advertiser makes up his list for his season's campaign you can 
depend on it that COMFORT heads the list. It is there 
solely on the returns it has given. It will give you just as good || 
returns, and by following the lead of the old-timers you are 
benefiting by their experience without paying the price they 
paid to get it. Again we repeat: “Ask your agent about 
COMFORT,” or write to 


W. H. GANNETT, Pub., Inc. 


AUGUSTA, MAINE 
NEW YORK CHICAGO 


1105 Flatiron Building 1635 Marquette Building 
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Chieago, Journal Amer. Med. Ass'n, weekly. 
Averaye six mos., Jan.to July, 1907, 51.210. 

Chicago, Record-Heraia, Average 1906, daily 
141,748; iain tbe at 611. Average July, 1907, 
exceeding daily 1 420; Sunday 220,181. 
‘ba/"The absolute correctness of the lates? 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 

Chicago, The Tribune has the largest two-cent 
circulation in the world, and the largest circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the onty Chicago newspaper receiv- 
ing (@©). 

Joliet, Herald evenimwg and Sunday morning. 
Average for year ending April 30, 1907, 7,871. 

Peorta, Evening Star. Circulation guaranteed 
more than 21,000, 


INDIANA. 


Evaneaville. Journal-News, Ar. for 1906, 16.- 
899. Sundays over 18.000. E. Katz, 8. A.,N.). 


Indianapolia, Up-to-Date Farming. 1906 av. 
174,584. Now 200.000 4 times a mo..75c. a line. 

Notre Dame, The Ave Maria. ( a weekly. 
Actual net averuge for 196. 24.61 

Prineeton, Clarion. ..ews, sc and weekly 
Daily averaye 19.6, 1.501; weekly, 2,548, 


Riehmond, The Evening Item, daily. Sworn 
arerage net pad circulation for fire montis 
ending, May 31, 17, 5.816. A circulation of 


UA 
Os 
TEED 


Item oes into 80 per cent of the Richmond 
homes. No street sales. 


&@~ The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guar- 
anteed by the publishers cf 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 

the first person who successfully contro- 
verts its accuracy. 


Seuth Bend, Tribune. Sworn daily arerage. 
June, 197, 9,530, Absolutely best in South Bend 


INDIAN TERRITORY 
Ardmore. Ardmoreite, daily. Arerage for 
1906, ZALG, 
Muskogee, Times Democrat. 1905, arerace 
2.881; average 1906, 5,514. E. Katz, Agt., N. Y. 


IOWA 


Burlington, Hawk-Eye, daily. 
8.764. “All paid in advance.” 


Davenport, Times. 8. Daily. aver. Aug. 18,004. 
Circulation in City or total guaranteed greater 
than any other paper or no pay for space. 


Dos Moines. Capital. daily. Lafayette Young. 
publisner. Sworn average circulation Jor 1906. 
41.751. reulation, City aye Pate, largest 
m Iowa. More advertising of all kinds in 1906 
in 3492 issues than any in Rag in 365 issues. 
Rate 70 cents per inch, flat. 

Des Moines. Kegister and Leader—daily and 
Sunday—carries more “Want” and local eg we A 
—ae than any other Des Moines or lowa 
paper. Aver. circulation st 6 mos. 07, 80,198. 


Des Moines. Iowa State Register and Farmer, 
w’y. Aver, number copies Pe inted. 196, 32,125. 


Sioux City, Journal, Polly average for ‘st 
6 months, 1907, n, weruing, Sun- 
day and nodes wateen 


Sioux City, Tribune, Evening. Net sworn d 
—_. Sips! deducted) ist 6 mos. 1907, 81,122. 
uu can cover Sioux City thoroughly by using 
The ‘Tribune only. It1is subscribed for by prac- 
ag every family that a newspaper can inter- 
Daly i ly lowa paper that has the Guaran- 
roa Star. 


Aver, 1906, 
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KANSAS. 
Hutchinson, News. Daily 1906, 4.260. Mar., 
196,4.650, H. Katz, itz, Special Agent, eA 
Lawrence. Worlu. ever evening and weekly. 
Copies printed, 1406, daily, 8,773; weekly, 8,084, 


KENTUCKY. 
Lexington, Leader. Av. 06, evg. 5,157. Sun. 
6,798; ist 5 mos., v7, 5,418, Sy, 6,867, E.Katz. 
Daily aver. six mos. 


Owensboro, Messenger. 
Aug., 8,940, 


ending June 30, ’07, 8,568; aver. 


MAINE, 

Auguata. Comrort,mo. W. A Paneth pub 
Actual average Jor 1906, 1.271.952. 

Augusta, Maine Farmer, w’klv. Guaranteed, 
14,000. Kates low; recognized farmers’ medium. 

Bangor. Commercial. 
9.695; weekly 28,4 

Madison, Bul'etin, wy. Circ.,1906,1,581. Now 
over 1,600, Only paper in Western Somerset Co. 


Soehen. Maine onds and Woodsman, weekly, 
4. W. Brackett Co. «a. erage for 426, 8.07%. 


Average for 196, daily 


Portland. Evening Express, Arerage for 1906 
daily 12 806. Sunday Telegram, 8,041, 


MARYLAND. 


Baltimore, American, dy. av. /st ¢ mos. ’07, 
77,052; Sun., 90,827. No return privilege. 


Baltimore, News, daily. Evening News !-ub- 
lishing Company. Average 1906, bs $14, For 
September, 1907, 72,6 

he absolute anaes of the 

latest circulation rating accorded 

the NEws is guaranteed by the 

publishers of Rowell’s American 

Newspaper Directory, who will 

pay one hundred dollars to the 

Jirst person who successfully con- 

troverts its accuracy. 


MASSACHUSETTS. 


Beaton. Evening Transcript (OO). Boston’s 
tea table puper. Largest amount of week day adv. 


er He We We Ye Ye 


Boston, Globe. Average 1906, daily, 182,986. 
Sunday 295.232. Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England, Advertisements go in morning and 
afternoon editions for one price. 


Bee We we Ye Yr 


BOSTON POST 


Average Be for Gia Weta 1907, Boston Daily 
Post, 248,2 — Sunday Post, Aug- 
ust, 1907, r+ heres First New England paper 
to put in linoty pes. First New England paper 
to put in the autoplate. Has in its big plant 
the largest gad most expensive press in the 
world, ds Boston newspupers in amount 
business. “‘TheGreat Rreakfast Table 

paper 0} New Kngiana. ” Covers Boston and 
AL: more thoroughly than any other 
Bu!k of its. citcuiation delivered in 


homes of middle-class, well-to-do portion of com- 
y- 





of the latest 
circulation rating accorded 
the Boston Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
verts its oreerens. 


Ke The absolut corr 
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eekly. 
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c mos. 
940. 
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Holyoke. Transcript, daily. Act.ar. "ad year 
ending May, 1906, ¢ 669, 3 mos, ’07, 7.842 


Lynn. Evening Item, Daily sworn ar, jeer 
1906, 15,068 Jan,, 1907, av, 16,012, The Lynn 
family paper. Cireulation absolutely unap- 
proached in quant.ty or quality by any Lynn 
paper. 


Woburn. News, evening pene Me aay Daily 
ar, net purd cir, March, 1,528, Wkly, 1.481. 


Worcester, Evening Gazette. Actual sworn 
average for 196,11,401 copies daily; Feb., '07, 
15,806; March, 1907, 15,768. rgest evening 
circulation. Worcester's **Home” paper. Per- 
mission given A. A. A. to examine circulation. 


Worecater. L’Opinion vue ue, daily ¢ ). 
Paid average sor 196, 4,232 . ae 


MICHIGAN. 


Bey City, Times, evening. Av. for 6 mos. 
to July 1, 1907, 11,002 copies, daily, guaranteed. 
Juckson, Citizen-Press. Only 
evening paper. Gives yearly aver- 
ages, not weekly. It’s Jackson’s 
greatest daily. It carries more 
advertising and has the largest 
net paid circulation. No secrets. 
April daily average. 7.786, 


Jackson, Patriot. Average July, 1907, 
8,250; Sunday, 9,045, Greatest net cir- 
culation. Veritied by A A.A. Sworn state- 
ments monthly. Examination welcomed. 


Saginaw, Courier-Herald. daily, Sunday. 
Average 1906, 14,897; August, 1907, 14,752. 


Saginaw, Fvening News, eg “estateeasiatad 
1906, 49,964; August, 1907, 20,790 


Tecumaeh, Semi-Weekly Herald. Actual 
average Jor 1906,1,1538, 


MINNESOTA. 


Minneupolia, Farmers’ Tritane, twice a-week. 
W. J. Murphy, pub. Aver. Jor 1906, 87,386. 


Minneapolis, Farm, Sueck and ome, semi- 
monthly. Actual averay 1905. 87,187, aver- 
aye for 1906, 100,266;é mos., 1907 104,100. 

The absc lute accuracy of Farm, 
Stock Home's circulation rating 
is guaranteed by the American 
Newspaper Direci . Circulation is 
practically confine to the Jarmers 
of Minnesota, the Dakotas, Western 
Wisconsin and Northern Iowa. Use 
it to reach section must prontably. 


Minneapolis, poe. Daily 
and Sunday ‘© In 1906 aver- 
age daily circu eplan, 74,054. 
Daily averecs circulation for 
Aug., 1907, 76,586, Average Cur- 
day circulation for Aug., #97, 
71,100. The absolute accurac; 
of ‘the Journal’s circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It is 
ge yoo to reach the great 


yP. purchasers throughout 

the fe Nord hwest and goes into more: 

homes than any paper in its field. 
It brings results. 


Minneapolia, Svenska gr dey aaa Posten. 
Swan J. Turnblad, pub. 1906, 52,014 


CIROULAT’N Minneapolis Tribune. W, 
J. Murphy, pub. Est. i867. Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
for the year ending December, 
1906, wag $1,272. The daily 

by Am. Newo- Tribune average per issue for 

paper Diree. the year ending Dece nber, 1906, 

tery. was 108,164. 





St. Paul. PioneerPress. Net averace circula- 
on Sor January—iaily 35,802. Sunday 32,- 
Ze 


The absolute accuracy of the 

Pioneer Press circulation state- 

ments is guaranteed by the Ameri- 

cAerar ey can Newspaper Directory, Ninety 
AN per cent of the moneu due for sub- 
TEED scriptivs is collected.showing that 
subscribers take the paper because 

they wart it, All matters pertain- 

ing to circuiation are open to investigation. 


Winona, Republican-Merald. a ia 4,616 
Best outside Twin Cities and Duluch 


MISSOURI. 
Joplin, Globe, -— Average 1906, 15,254. 
Aug. 1907,12, 282. E. Katz, Special Agent, N. Y. 


Kansas City. Journal. Cire’n, 277,974; 
207,520 Weekly—display and ciassided, 40 
cents 2 line, flat; | 70,000 pay: and 2 ‘dis- 
play, 124%e. Cc eekly 
and bunday—display, 48. Lemans ou request. 





St. Joseph, News and Press. Circulution 
1906, 86,079. Smith & Thompson, Eust, 


St. Louis. National Druggist, mo. Henry R. 
Strong, Editor ana Publisher. Average for 1906, 
8.000 (© ©). Eastern office, 59 Maiden Lane. 


&t. Louia, National Farmer and Stock Grower, 
monthly. Areruye Jor 1906, 104,200, 


MONTANA. 


Missoula, Missonlian. Every morning. Av- 
erage 12 months ending Dec. 3/, 1906, 5,107. 


NEBRASKA. 


Lincoln. Deutsch- ppeneniiinn Farmer, weekly. 
Average 1906, 141,83 


Lincoln. Freie Pree weekly. Actual average 
Sor 16, 142.989 


NEW HAMPSHIRE. 


iy ig oor Union. Av. 4906, 16,758, daily. 
H. Farmer and Weekly Union: 5,550. 


aes Telegraph. The only daily in city. 
Average 8 mos. anding Aug. 34, 1907, 4,422, 


NEW JERSEY 


Asbury Park. Press. 1906, 4.812. Gained 
average of one subscriber a day for ten years. 


Camden. Daily Courier. Actual average for 
year ending December 3/, 1906, 


Elizabeth, Journal. Av. 1994, 5,522; 7905, 
6,515; 1906, 7,847; first 6 mos. 1907, 8,221. 


Jersey City. Kvening Journal. Arerage for 
1906, 28.005. First six months 1907, 24,089. 


Newark. Eve. News. Net dy. ar. for 1906 
68,022 copies ; net dy. av, for Apr., 1907, 68,940. 


Trenton, Evening Times. Ar. 1906, 18.287; 3 
mos, dy. av. Apr. 50. 07, 20.621; Apr., 20,682, 


NEW YORK. 


Albany. Evening Journal. Daily average for 
1906,16,251. It’s the leading puper. 


Batavia, Daily News. Average first 6 mos. 
1907, 7,494. F.R. Northrup, Special Rep., N. Y 


Brookly Y.._ Printers’ Ink sa; 

THE StatDARD UNION now has the 

largest circulation in Brooklyn. Daily 
average 6 mos. 1907, 58,449. 


Buffalo. Courier, morn, Av./906. Sunday. lg 
168, da:iy, 58.681, Enquirer, even... $2.68% 


Kuffale, Evening News. Datly averaye 1905 
94.690; for 196, 94,745. 


Corning, Leader, evening. Arerage 1904, 
6.2353 195, 6 395; 1906, 6,585; Feb. av., 6, see: 


Mount Vernon. Argus, evening. Actual daily 
average for 12 mos. ending June 30, '07, 4,816. 








20 


Newburgh. News, daily. Ar. 06,5.477, 4,000 
more than all other Newburgh papers combined. 
New York City. 
Army & Navy Journal, st.1s63. Actual weekly 
av. Jor '06.9.706 (OO). 4 mos, tv Apr. v7, 9,949. 


* Automobile, Ssh Average for year ending 
15 


Dec. 28, 1906, 


Baker’s Review, monthly. W. R. Gregory Co., 
publishers Actital average for 196, &.488. 


Benziger’s Magazine, the only popular Catholic 
Family Mayazine pub ished in the United — 
Guuranteed cire’n, 75,000; 50c. per agate 


Chipper, a (Theatrical). Frank Queen 
Pub. Co,, Ltd. Aver. ror 1906, 26.611(@ 0). 


El Comercio, mo. Spanish export. J. Ghaphewd 
Clark Co. Average for 1906, 8,542—sw 


Music Trade Review, music trade and art week- 
ly. Arerage Jor 1906, &.109. 

Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888. 
Actual weekly average fur 
4906, 11.708. 


UA 
Gvae 
TEED 


The People’s Home Journal. 554.916 mo. 
Good Literature, 452.500 monthly, average cir- 
culations for 196—all to paid-in-advance sub- 
scribers. F. M. Lupton. pubiisher. 


The Tea and Coffee Trade Journal. Average 
circulation for year ne Sept. 1907, 8,189; 
Sept. 1907, issue, 8,750. 


The World. Actual aver. ror 1906, Morn,. $18.+ 
664. Evening. 359.057. Sunday, 442.228. 


Rochester, Case and Comment, mo., Law. 
Av. for year 1906.22.601. Guaranteed 20.000. 





POST 
EXPRESS 


IT COVERS 
THE FIELD 


Circulates in more than 18,000 
Buying Homes 


THE MOST ABLE and 

EFFECTIVE EVENING 

PAPER IN WESTERN 
NEW YORK 


THE POST EXPRESS 
‘Rochester, N. Y. 











iecty. 





Scheneetady. Gazette, daily. 
Actual 


average for 15, 18,038; ae N USoo De 
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Syracuse. Evening Ileraid. daily. Herald (o., 
pub. aver, 196, daily 65.206. Sunday 40.064, 


Record. Average circulation 

801, Average ugust, 1907, 
only — in city which has 

permitted A. A. A, examinatiou. 


Troy, 


Utiea. National ‘Flectrical Contractor, mo. 
Average for 196, BB. 7.4. 


Utiea. Press. daily Otto 4 Otto A. Meyer, publisher. 
Average for year ending Murch 31, 1907, 14.927, 


NORTH CAROLINA. 


Raleigh, Times. North Carolina's foremost 
afternoon paper. Actual daily ge Jan. ist 
to Oct. ist, 1906, 6,551; weekly, 8,200 


Winston-Salem, Evening Sentinel. More cir. 
at home than any morningor afternoon paper in 
N.C. Also leading penny paper of the State, 


NORTH DAKOTA. 


Grand Forks, Normanden, Av. yr. 06, 7,201. 
Aver. Jor year 1906, 3,180, 


OHIO. 


Akron, Times, daily. Actual teal for 
year 1906, 8,97% August, 1907, 9,661. 

Ashtabula, Amerikan: Sanomat. Finnish, 
Actual average Jor 1906, 10.690, 

Cleveland, Plain pealer. Est. 1841. Actual 
daily average /906,%2,216; Sunday, S , sumead 
August, 1907, 75,854 daily; * sun. 86-96 4, 


oshocton, Age, daily. Net average 1906, 
2. sr Verified by Asso. Amer. Advertisers 


Coshocton, Times. dy. Net ’06, 2.128; 6 mo. 
07, 2,416. No cash books fixed to fit padded cir, 


Dayton, The I. L. U. Home Journal, mo. 
(Formerly Laborers’ Journal). National cir. Av. 
for year whl April 3v, 707, 14.811 copies, 
Critically read by 36, 500 members of THEI U. 
GRAND LODGE, the fraternal, beneficiary order 
of wage-workers. 5c. agate line, flat rate. 


London, Democrat. mony ct ne Eg Ana) —_ 
age for 1906, 8,668; now guarantees 


field. Farm and Fireside, over 4 cen- 


om : ating Nat. agricult’l paper. Cir.485,000, 


Warren. Daily Chronicie. ot haste 
Sor year ending December 31, 1906, 2,638. 


Youngatown. Vindicator. D'y. av.'06. 18.740; 
Sy. 10,001; LaCoste & Mux:eell, N.Y. & Chicago. 


OKLAHOMA. 


Oklahoma City, The Oklahoman. 1906 aver., 
18,918; Aug. 1907, 20,217. E. Katz, Agent N.Y. 


OREGON. 


Mt. Angel. St. Joseph’s-Blatt. Weekly. May 


3, 1907, 19.158. 


Portland. Journal, daily ior 1 1906, 
25,578; for August, 1907, 27,958. The 
absulute Gorreciness of the latest ¢ 1d 
tion statement guaranteed by Rowell's 
American Newspaper Directory. 

Portland, Pacific Northwest, mo.; av. /st 6 mo. 
1907,16,000, Leading farm paper in State. 
PENNSYLVANIA. 
Chester, Times. ev’g d’y. Average 1996. 7.688, 
N. Y. office, 220 B’way. F. R. Northrup, Mgr. 


Erie, Times. daily. Aver. for an, , AF o10s 
Aug. /907,18,592. E. Katz, Sp. Ag., N. 


Harrisburg Telegraph Sworn av. Sept., 14,- 
570. Largest paid circulat’nin H’b’g or no pay 


Philadeinpnia, Confectioners’ Journal, mo. 
AV, 1905, 5,470; 1906, 5,514 (OO). 
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The correctness of FARM JOURNAL’S 
subscript on statements is cuaran- 
teed by the Americar Newspaper | i- 
eee ta Toe uverag: edit on tor the 

ear 1906 was 551,653 ¢ pies each: 
month It his more actual paid in- 
advance subscribers than any other 
farm paper in the by id, aS has been 
awarded the ©@©), and 


best 
of all, the Seventy Sugar Bowl <e 


ORO KOH 
“In 
Philadelphia 
nearly 
everybody 
reads 

The Bulletin.’ 


NKT PAID AVERAGE FOR AUGUST- 


225,290 copies a day 


THE BULLETIN's circulation ficures are net, all 
, unsold, free ana returned copies have 
been omittei 
Wi.u1aM L. MCLEAN, Publisber. 


Philadeiphia. The Press is 
Philadeiphia’s Great tiome News- 
paper. Besides the Guarantee 
Star,it has the Gold Marks and is 
cn the Roll of Honor—the three 
most desirable aistinctions - for 
any Dewspaper Sworn average 

circulation of the daily Press for 

1906, 100,548; the Sunday tress, 137,863. 


Seranton, Truth. Sworn c:rculation for 1906, 
14,126 copies daily, with a steady increase, 


Weat Cheater. Local News, 
daily. ‘.H. tiodgson, iverayesfor 
1005, Lo.eoe. du its 35th year. 
Independent. Hus Chester County 
a.d vietusity for ‘ts field. Devotea 
to nome ews. henve is 2 home 
pauper. Chester County is second 
in the State in agricultural wealth. 


Grit America’s Greatest 
Average 1906, 280,180. 
ork and Chicago. 


Williamsport, 
Family Newspuper. 
Smith & Thompson, Reps.,New 


ak . Dispatch and Daily. 


Average Jor 1906. 


RHODE ISLAND. 


Pawtucket, Evening Times, Aver, circulation 
Sor 196, 1711S (sworn). 





Providence. Daily Journal. 18,051 ‘Q), 
Sunday, 21,840. ‘\©@). Hrening Bulletin : 3 Bee 
620 averaye 16. Providence sournai Co. pubs. 


Providence. Tribune. Morning 10,349, 
Even:7 81.118. Sunday. 16,320. Most 
progressive paper inthe fleld. Eve:.ing 
edition guaranteed by Kowell’s Am. N.D. 


Westerly.Sun. Geo. H. Utter, pub. aver. 906, 
4.622. Luryest circulation tu Southern R. 1, 


SOUTH CAROLINA. 


Churleston. Evening Post. Actu:/ dv. aver- 
age for 196, 4.474. Decemoer, 1906, 4.7 55. 


Columbia, State. Actual aver- 

age for 1906, hil. 8 11,287 

GU AB copies, semi-weekl 25; "Sun- 
ay @9O:. 1906, 238. Actual 

average ‘for “arsts six months, 1907, 


7 
EED sees. ©©) 12,940, Sunday(@o) 


Spartechare. Herald Actual average for 
first jive months, 197, 2.529. 


TENNESSEE. 


Chattanooga, News. 
. 34, 1906, 14 


Are. 3 

20%. 
permit- 
ting examination circulation by 
Assoc. Am. Advertisers. Carries 
more ad in 6 days than morn- 
ing [ed days. Greatest Want 
Ad medium. ‘Guarantees largest 
circulation or Lo pay 


Ww 


Memphis, Commercial ap Appeal. daily. Peers 4 

weeki,. First six months gy ou. + Dy.,4 3 
Sunday, 61,485; weekly, 8 pe. Smith & 
Thompson, iepresentatives, N. 1 and Chicago. 


i Tey 
rE bo 


Knoxville, e, Journal and Tribune, 
Daily US Obs. year ending December 
34, 1906, 18,6 Week-day average now 
in excess AF UH O00. 15,000. ‘ihe leader. 


Nashville, Banner. daily. Aver. for vear 1906, 
81,435: Jan. 197, $8,588; Feb. 1907, 8%.27 1. 


TEXAS, 


El Paso, Herald. Muy. ar., 7,618. More ~~ 
voth other El Paso dailies. ’ Verified by A. A. A. 


VERMONT. 


Barre. Times, daily. F.E. Langley. Aver. 1905, 
8.527, 1906,4,.113, 
Banner, 


Bennington. daiiy. 
av, 


T. E. Howe. 
Actual uverage for 19vé, 1.9 


Boring. Free Press. Daily average for 
3.459 


1906 Largest city and State circula- 
tion, Exumined by Asso. of Amer. Advertisers. 


Montpelier. Argus, daily. Actual average 
Sor 16. 8,280 couples pe per issue, 


Rutland, Herald. A Ac eraue “ 3 Av- 
eraye 195, 4.286. Average 1906, ét 

St. Albana, Messenger. daily. sctucl average 
Sor 1905,3,051; for 1906, 8.388 copies per issue. 


VIRGINIA. 


Danville, The Bee. Av. 1906, 2,867. Aug. 
1907, 2,788. Largest cir’n. Only eve’ g paper. 


Richmond, So, Tob, and Modern Farmer, 
mo. arerage for jirst 6 mos. of 197, 14.420. 


WASHINGTON. 


Seattle, '>st lnpliiqumces (©). 

Av., for Au 7, net - Sunday 

48,806; Dui vs $4,057; week day 

88,646, O.iv sworn circulation 

in Soacties Largest genuine and 

saeath naid circulation in Washing- 
po a quaiity, best service 
test results ulways. 
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Seattle. The Daily and Sunday 

Times leads ail newspapers on the 

Pacific Coast nort» of Lus Auceles 

GVA in amount of aJvertising printea 

AN during 1st 6 mos 1967. its nearest 

TEED rival was beaten by over 134,401 

inches disp! y and 180,000 lines of 

class.fied. That teils the story of 

raets. Average De 1906, was 42,172 daily, 

794 Sunday. ey Sor June, 1907, were 
ee ning and as 8,997, Sunda 

681. You get the best quality and largest quan- 

tity of proven circulation perfectly blended 

when you buy space in the Times, the biggest 

Fac ee 2 success of the last decade on the 

ac 


‘aco r. Average 1906, daily, 16,059; 
Sun Saclaagy i, wy 


Tacoma. News. Arerage 1906,16,109; Sat- 
urday, 17,610, 


WEST VIRGINIA. 


Parkersburg, Sentinel. eer. R. E. Hornor, 
pub. Average for 1906, 2,640 


Ronceverte. W.Va. News. wy. Wm. B. Blake 
& Son, pubs. ver. 1906, 2,220. 


WISCONSIN. 


The City of Janesville, Wisconsin, 
Lagrts ong es of the Wisconsin million and a half 
a year tobacco and sugar beet apr which 
the Janeeville GAZETTE enters the homes every 
night of eieven-fourveenths of its population It 
is the county seat of lock Courty, the garden 
spot of the Northwest, and the GAZETTE claims 
30,000 readers out of the 39,0000 population in its 
field. Figures are gua anteed. 

M. _ ATSON, 150). Home Life Bldg., 
. W. ALLEN. 1502 Tribune Bldg., = ty 
Madison, State Journal. Pet Average 1906 
8,602; Jan., Feb., Mar../907, 4,884; Apr., 5.106. 


Milwaukee, The Journal, eve., 
ind. Aver. 8 mos., 1907. 


UA 
© AN 7 ‘AL paid of any 
TEED other ipoanes daily or Sun- 
cays also more adverti car- 





Milwaukee, Evening Wisconsin, d’y, Av. 1906 
25.450 ‘©. Carries largest amount of ad- 
vertisiug of any paper in Milwaukee. 


yey Northwestern. uaily. 


ae | WISCONSIN 
Sy Agricorrorist 


Fone po bagel been 1877 
ctwsl weekly areraye for year 
CAO evded Feb. 2%, 197, 51,126. 
AN tare circulation in Wiscon- 
TEED han any or Pee. Adv. 
$3.50 an inch 


ple Ct. W.C.R Hchardaon: hor. 
BRITISH COLUMBIA. 


Vancouver, Province. daily, Average for 
1906,10,161; Aug. 1907, 18,847. H. leClerque, 
U.S. RKepr., Chicago and New York. 


MANITOBA, CAN, 


Winnipeg, Free Press, daily and weekl+. Av- 
eee ‘or 1906, daily, 84,559:datly August, ‘wine 
6,981, wy. av. for mo. of August, 22,1: 
Winnipeg, ber Nordwexten. Canada’s ain 
man newsp’r, Av. 1906,16.177. Rates 6c. jp 
Winuipes. Telecram. Avera 
eel 


ge 6 mos, 1907 
22,961. kly av. 19,586. Flat rate, Sige. 


Average for 


ONTARIO, CAN. 


Toronto. Canadian Implement and Vehicle 
Trade, monthly. Average for 196, 6.125 


Toronto, Canadian Motor, month)y, Average 
circulation for 196, 4,540, 


a CAN. 


Montreal, La Pre-se. Actual average, 1906, 
daily i reaBt weekly 49,992, 

Montreal, he Daily Star and 

The Family "Herald and Weekly 

Star have nearly troy —— 

ers, representing 1 readers 

—one-fittn aes 's wind sy 

Ar. cir, of the Daily pot cso, 1906, 

60,954 copies daiiy; the Weekly 

tar, 128,452 copies each issue. 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popuiar Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 


wart advertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word. 


CONNECTICUT, 
ERIDEN, Conn.. MORNING RECORD; old_es- 
tablished family newspaper; covers field 
60,000 high-class pop.; leading Want Ad paper. 
Classities rate, cent a word; 7 times,5 centsa 
word. Agents Wanted, half a cent a word. 


DISTRICT OF COLUMBIA, 
~— arr? and Sunpay Star. Washington. 
©). carries DOUBLE the number of 
Want ase of any other paper. Rate lc. a word. 


ILLINOIs. 
Ts. Be NEWS is Chicago’s “Want ad” 
ry. 
‘= TRIBUNE put lassified ad- 
vertising than any oad = ale newspaper. 


INDIANA. 
HE INDIANAPOLIS NEWS prints every day 
every week. every month and every year. 
more paid classified (want) advertisements than 
nll the other Indi Neg —_ 
total number it Spe in 1906 was 315,300. a 
average of over 1,000 every day, which is 126. 29 
more than ail the ‘other indianapolis papers had. 














“PPERRE HAUTE TRIBUNE. Goes into 8 per 
cent of the homes of Terre Haute. 
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STAR LEADS IN INDIANA, 


ring the last eight months the INDIANAPOLIS 
on carried 408.19 ore columns of paid classi- 
fied advertising than carried by its nearest «om- 
petitor during the same period. The STaR gained 
15:7.31 columns _ over the corresponding months 
of last year. During the past two years thi 
STaR’s circulation has exceeded that of an; 
Indian« newspaper. Kate, six cents per line, 





The Lake County Times 


Hammond, Ind. 


n Up-to-Date Evening Paper. Four Edi- 
ant Daily. 
The advertising medi of 
the Calumet Region. Read Phy all mee pros- 
rous business men and well-paid mechan- 
ics in what has been accepted as the 
Logical Industrial Ceuter of America.” 
Guaranteed circulation over 10,000 daily. 














INDIAN TERRITORY. 


A= Ardmore, Ind.Ter. Sworn cir- 
ulation second in State. Popular rates. 


IOWA. 
HE Des Moines REGISTER AND LEADER; pay 
bg paper; carries more ‘“‘want” 
vertising than any other Jowa newspaper. One 
cent a word, m’thly rate $1.25 nonp. line, dy.& Sy. 


v P= Des Moines CAPITAL guarantees the lar- 
gest city and the largest ee ee 

in lowa. The Want giv 

turns always.. Ihe rate is 1 cent 2 word; by the 

month $1 per line. It is published six evenings 

a week; Saturday the big day. 


MAINE, 


Hi Evenine Express carries more Want ads 
than all other Portiond dailies combived. 





MARYLAND. 
773 Baltimore News carries more Want Ads 
than any other Baltimore oaily. It is the 
recognized Want Ad medium of Baltimore. 


MASSACHUSETTS, 
NHK Boston EVENING TRANSCRIPT is the great 
resort guide for New Englanders. ‘the 
to find all good places listed in its adver- 
tain g columns, 


kek kkk 


ie! peers ¢ GLOBE, dal; oe bree 1 for 
e yea — a toral of 444 tf 
Dios das. . was again of 17,530 over pine 
| Raped and wan “201,509 more = ~Meal other 
Boston paper carried for the year 1906. 


Fe He He HH 


WORD AD, 10 cents a day. Party EnrTerR- 
PRISE, Brockton. Mass. Circulation, 10,000. 


MINNESOTA. 
TS Le pe pate rd Topo K 1s the recognized 
Want ad medi 
Sts PAU! DISPATCH, St. TCH, St. Paul, Minn., covers 
its field. Nine months’ average, \. 


The Minneapolis JOURNAL, Daily 
aud Sunday, carries more clas- 
sified adverclelng than an: — 





Minneapolis newsr: hy aad 
Wants and no Cla vorant yo 
objectionable medicai advertise- 
ments printed. Classified Wants 
printed in Aug., 167,510 lines. In- 
dividual advertisements, = 
cen r agate line per in- 
quition. if c Zs No ad taken 
for less than %cents. If cash ac- 


es order the rate is Ic. a 
wo than 20c. 


com 
- No ad taken iess 
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CIRO’LAT’N "(HE MInneaPonis TRIBUNE 1s 

the oldest Minneapolis daily 

and has over 100,000 sub-cribe1s. 

It publishes over 80 columns of 

GUA Want advertisements every week 

AN at ful’ price (average of two 

TEED pages a day); no free ads; price 

pores both — and even- 

by Am. Newa- i2& 1ssues. Rate cents per 

puper DPtory in, Daily or Sunday. 

MISSOURI. 

HE Joplin Grobe carries more Want as 

than all other papers in Southwest Missouri 

combined, because it gives results. One centa 
word. Minimum, lbc. 


MONTANA. 
ut HE Anaconda STANDARD is Montana’s great 
Want-Ad” medium; lc. a word. Average 
circulat’n (first 6 mos. 1907), 11,187; Sunday, 15,068. 


NEW JERSEY. 
H 2 NEWARK EVENING News is the recognized 
apt-ad Medium of New Jersey. 


Ben RK, N. J, FREIE ZEITUNG (Daily and 
F Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word ; 8 cents per month. 


ERSEY CITY EvENING JOURNAL leads allother 

Hudson County newspapers in the number 

of classitied ads carried. It exceeds because ad- 
vertisers get prompt results. 


NEW YORK. 
EAGLE has ge rivais in Brooklyn’s 
classified busines 


A‘ Y EVENING JOURNAL, Fastern N. 
best paper for Wants and classified ads. 


AILY ARGUS. Mount Vernon. N.Y. Great- 
est Want ad medium in Westcbester County. 


Be FALO NEWS with over 95,000 circulation, 

is the only Want Medium in "Botfalo and the 
strongest Want Medium in the State, outside of 
New York City. 


| eased INK, publishea weekly. The rec- 
ognized and leaaing Wantaa medium for 
want ad meuiums. mail order articles, advertis- 
ing novelties, printing. typewritten circuiars, 
rubber stamps, office devices. adwriting, half. 
tone making, and praciivaliy anything whicn 
Interests and appeais to advertisers and busi- 
agess men. Classified aavertisements. 20 cents 
a line per issue flat, six worus co a line. 
Omlo. 
OUNGSTOWN VInDIcATOR—Leading “Want” 


medium. 1c. per “ora. Largest circulation. 


OKLAHOMA. 
'—.HE OKLAHOMAN Okla. City, 20,479 Publishes 
more Wants than any 7 Vkila. cc mpetitors. 


PENNSIVLVANIJA. 


YI HE 
¥.% 


b 
‘(HE Chester, Pa.. lIMES carries from two to 


five times more ciassifiea ads than any 
otherpaper. Greatest circulation. 


RHODE ISLAND 
HE EVENING RULLETIN—By far the largest cir- 
culation and the be:t Want medium in k. 1, 
ROVIDENCE TRIBUNE, morning and even- 
ing, 43,900, brings results, cost the lowest. 


SOUTH CAROLIN 
ca: Columbia STATE am carries 
more Want ads than any other 
South Carolina newspaper. 


CANADA. 


A ranee, Montreal. Largest daily circula- 

tion in Canada witnout exception. (Daily 

100.087. Saturdays 117,000—sworn to.) Carries more 
want ads than any newspaper in Montreal. 


T HE DAILy TELKGRAPH, St. Jolin, N. B., is the 
want ad medium ot the maritime province: es. 
Largest. circulation and most up to-date paner of 
Eastern Canada. Want oue cent a word, 

Mininnum charge % cents.” 


: pee Montreal DaILy STAR carries more Want 

advertisements than _aJ] other Moncreal 
dailies combined. The FamMILy H&RaLD AND 
WEEKLY “TAR carries more Want advertisements. 
than any other weekly paper in Canada. 
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THE TRIBUTE OF A &i 
GREAT CHIC) . 


ample costing $f n« 
counts off on a int 


by lending its . D 


medicine Tmanut 


refuses to “go Ml” 
vital matter as hdfco 
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A GE ADVERTISER TO A 
1c} NEWSPAPER 


:COLAL DRUG 


Fac-simile of part 
of one full page ad- 
vertisement pub- 
lished exclusively in 


> alot of patent “The Chloago 


q Ed 
Awho occasionally peace Pg 
td 


full vertisement, with- i. Maneinaiiatiaad 


Drug Company, 
Chicago. 


| pence and 
where such a 
as héiconcerned. 
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PRinTERS’ Ink. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


OFFICE: NO. 10 SPRUCE ST., 
New YORK City. 
Telephone 4779 C-ekman. 


President, ROBERT W. PALMER, 
1) Spruce St., New York City. 
Treasurer, GEORGE P. NOWELL, 
10 Spruce St., New York City. 
London Agent. F. W. Scars, 50-52 Ludgate Hill,E.C 


t@ Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of five dollars four paid 
subscriptions, sent in at one time, will be put 

or one year each and a larger number 
at the same rate. Five cents a copy. Three 
dollurs a bundred. Being printed from stereo- 
type plates, it is always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five doliars a 
hundred. 


ADVERTISING RATES 

Advertisements 20 cents a line, pear! measure 
15 lines to the inch ($3); 200 lines tothe page ($40) 

For specified position selected by the adver- 
tisers, if granted, double price is demanded. 

On time contracts the last copy is repeated 
when new ey! fails to come to hand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines smallest advertisement taken. Six 
words make a line. 

Everything appearing as reading matter is in- 
serted free. v 

All advertisements must be handed in one 
week in advance. 





New York, October g, 1907. 








Don’t let your rivals tell of the 
new goods arrivals first. 


WITHOUT constant effort to ad- 
vance everything tends to retro- 
grade. 

THE man who doesn’t believe 
in himself finds it difficult to 
make the people believe the ads 
he writes. 


Proressor LouNSBERRY of Yale 
says conciseness can be carried 


too far. A little elasticity in 
words is sometimes both picto- 
rial and profitable. 

ADVERTISING not only supplies 
real wants, but creates fictitious 
wants, which come to be real in 
course of time. The luxuries of 
one generation are usually the 
necessities of the next, 


“Goop wine” may “need no 
bush,” but the announcement 
that you have it is not super- 
fluous. 

A story hard to believe will 
convince very few. Tell what 
you have to say in statements 
that need not provoke dispute. 


SoME say they will advertise 
when “their ship comes in.” A 
better way is to advertise so as 
to make it come in. 


No AmouNT of printer's ink 
will give a store a reputation 
which the actions of its clerks 
constantly belie. The store force 
must live up to the advertising or 
it is wasted. 


a long time 
RINTERS’ INK 
Printed. h35 believed that 
the definition of “circulation” is 
best summed up in the words 
“copies printed.” With the price 
of paper mounting skyward ad- 
vertisers will be more ready to 
accept this definition than ever 
before, for it is evident that 
newspaper publishers will not 
print more papers than they think 
they can dispose of, while the In- 
ternational Paper Company is 
charging a price which they, the 
publishers, consider to be almost 
unbearable. It seems unlikely, 
also, that the present price will 
be reduced materially, or that the 
import duty upon Canadian pulp 
will be repealed. Even if the 
duty should be repealed, Canada 
would in all probability impose 
an equally high export duty. 

The truth is that the forests of 
the United States which supply 
paper pulp are. almost exhausted, 
and the Canadian woods must be 
used, whatever the cost; and if the 
newspapers are unable to make 
contracts with the paper com- 
pany on the. old basis, they will 
have to make the best terms they 
can, and economize in other di- 
rections. 

One way in which they will 
economize will be in the number 
of copies printed each day, 


Copies 
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GREENHUT 
new department store in New 
York, now quote prices in their 
advertising. 


H. M. Bowtsy, of the local 
staff of the Chicago Tribune, has 
been sent to New York to suc- 
ceed Joseph C. Wilberding, re- 
signed, 


H. J. Prupen, head of the con- 
tract department of the Hampton 
Advertising Co., returned last 
week from a vacation spent in 
the Canadian woods, 


Tue Six-Point League held a 
meeting October Ist, at the offices 
of Williams & Lawrence, New 
York. The dinner committee re- 
ported that a banquet would be 
held October 16th, at the St. 
Regis Hotel. 


Tue October issue of the Jn- 
land Printer is the 25th Anniver- 
sary Number of that excellent 
publication. As a trade publica- 
tion for the printer, filled with 
valuable instruction, this journal 
stands alone on this side of the 
Atlantic. 


Tue Baltimore American an- 
nounces through its eastern rep- 
resentative, D. Peyton  Bevans, 
New York, a change of commis- 
sion to agents from twelve and 
one-half to ten per cent, and a 
change of its cash discount on 
bills paid in twenty days from 
three per cent to five per cent, to 
take effect January 1, 1908. 


At the recent meeting of the 
directors of the American News- 
paper Publishers’ Association, 
held in New York, the advertis- 
ing agents’ committee voted to 
recognize the Walter  Binner 
Company, Lawson-Leisler Agen- 
cy, John B. Rowland and Stan- 
leyway Agency, all of New York; 
George K. Clark, Philadelphia; 
Crockett Agency, New Orleans; 
M Hadley, Oakland; C. D. 
Thompson Agency, Omaha, and 
the McClure Company, Cleveland. 


& Company, the. 


THe Stanleyway Advertising 
Agency, New York, is offering 
advertising service to high grade 
hotels and restaurants, the adver- 
tising to be covered by due bills 
in each case. 


A. H. HAARBLEICHER, 140 Nas- 
sau street, advertising adviser, 
has given Frank Presbrey Co. the 
magazine and newspaper account 
of the New York and Porto Rico 
Steamship Co. The transportation 
advertising he will place himself 
from 140 Nassau street. 


THE German Daily Gazette, of 
Philadelphia, is always in the van 
in the distribution of advertising 
novelties. Last month it was a 
metal letter opener, and now the 
Gazette is sending out a blotting 
stone, with a metal top, upon 
which is an attractive design in 
colors. In Philadelphia the Ga- 
zette stands second in the morn- 
ing field in classified business. 


TueE Technical. Publicity Asso- 
ciation, New York, held its first 
fall meeting September 26. The 
Mailing List was the subject dis- 
cussed. N. W. Gage of the 
Buyers’ Reference List and Bur- 
dette Phillips, of the Central 
Station List and Electric Rail- 
way Directory, addressed _ the 
meeting. Other phases of the 
subject will be taken up at the 
October meeting. 


THE Goulds Mfg. Co., Seneca 
Falls, N. Y., makers of hand and 
power pumps, have put forth a 
forty-eight page catalogue, con- 
taining, in condensed form, in- 
formation concerning power 
pumps and their applications in 
modern city buildings and _ fac- 
tories. The booklet is illustrated 
with fine half-tone engravings of 
some of the leading pump pat- 
terns and some of the principal 
buildings in which Goulds pumps 
have been installed. In New 
York, these include the Astor 
and St. Regis Hotels, the new 
Custom House, Times Building, 
Butterick Building and New 
Amsterdam Theater. 
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BUSINESS GOING OUT. 


Tue T. F. Slocum Company, 
New York, is asking rates for 
Ozomulsion. 


Dr. FrLoop advertising is going 
out to daily papers through Nel- 
son Chesman & Company. 


THe L. A. Sandlass Agency, 
Baltimore, is making some new 
contracts for Hunter whiskey. 


THE Volkmann Agency, New 
York, is sending out renewals for 
Vapo-Cresolene to daily papers. 


Tue Paris Medicine Company, 
St. Louis, is using space in daily 
papers, placing business direct. 


Tue Kaufman Agency, New 
York, will soon begin to place 
advertising for the W. B. Corset. 


Frep C. Wittiams, New York, 
is sending out renewals for In- 
dia and Ceylon tea to daily pa- 
pers. 


G. B. WapswortH, New York, 
is extending the A. O. Leonard 
advertising to Pacific Coast pa- 
pers. 


W. F. Hameiin & Company, 
New York, are asking rates from 
newspapers for a new cocoa ac- 
count. 


DaucHy & Company, New 
York, are sending copy to daily 
papers for Electro-Silicon and 


Jell-O. 


C. IrRonMONGER, New York, has 
secured the Buchan soap account, 
and will handle their advertising 
in the future. 

& Company, New 


renewals 
to 


DauUcHY 
York, are sending out 
for Parker’s Hair Balsam 
daily papers. 


Tue Illinois Canning Company 
advertising is being sent to daily 
papers, ten inches, sixty-five 
times, in Ohio and _ adjacent 
States. 


Tue Horn-Baker 
sas City, Missouri 
out copy for the Southwestern 
Investment Company, to daily 
papers; from 5,000 to 20,000 lines 
will be used. 


Agency, Kan- 
is sending 
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THE Publicity Company, New 
York, is placing a portion of the 
McClure Company’s business 
with eastern papers, 


RENEWALS for Winslow Sooth- 
ing Syrup are going to newspa- 
pers through W. F. Hamblin & 
Company, New York. 

CaALKINs & Hoipen, New York, 
are placing the advertising of 
the National Phonograph Com- 
pany, with newspapers. 


THE Richmond Hotel, 
ington, is placing advertising 
through the Merrill Advertising 
Agency, New York City. 


Tue Amsterdam Agency, New 
York, is asking rates on a two 
inch ad,-e. o. d; 3 months for 
some railroad advertising, 


Wash- 


CAstorIA is running page copy, 
testimonials, in daily papers in 
various sections of the country. 
The business is placed direct. 


SAMUEL Kwnopr, New York, is 
using space in newspapers, about 
1,600 lines for Michael Stern & 
Company, Rochester, N._ Y.,, 
clothing. 


Witttam F: Simpson, New 
York, is placing the advertising 
of the DePotter Tours, thirteen 
time orders, with daily papers 
generally. 


Tue Stanleyway Agency, New 
York, is advertising Alexander & 
Company, Boston, coin brokers, 
in classified columns of newspa- 
pers and magazines. 


DaucHy & Company, New 
York, are sending out three time 
orders to daily papers for the 
Genessee Pure Food Company, 
Leroy, New York. 


E. P. Remincton, New York, 
is making new contracts for 
Hunyadi Janos with daily papers 
in the Southwest, and is sending 
additional copy to papers in other 
localities. 


Tue Racine Hatcher Company 


of Racine, Wisconsin, has just 

given orders for an_ extensive 

agricultural paper campaign to 

i conducted by the Long-Critch- 
! Corporation, 
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REINHARDT, New 
York, financial, is being adver- 
tised in New York and Boston 
daily newspapers by Frank Kier- 
nan, of the former city. 


W. F. Hamsitin & COompPANY, 
New York, are using space in 
daily papers in the Middlewest 
for the New York Institute of 
Domestic Science, of that city. 


G. Gorpon Martin, New 
York, tooth specialist, is using 
column space in daily papers in 
the West, wherever he maintains 
offices. The George H. Mead 
Agency, Chicago, is placing this 
business. 


“Otp Trusty” M. M. Johnson 
of Clay Center, Nebraska, who 
sold half a million dollars’ worth 
of incubators last year has 
ordered full page copy in the 
leading agricultural publications 
through the  Long-Critchfield 
Corporation. 


J. THomas 


SHERMAN & Bryan, New 
York, have just closed a con- 
tract with F. Mohr & Company, 
112 West 42d street, New York, 
manufacturers of high-grade fur- 
niture and contract decorators 
for hotels, clubs, private resi- 
dences, etc., for an extensive 
newspaper campaign in New 
York City papers. Good-sized 
space will be used. 


Tue Stanleyway Agency, New 
York, is using 200 line copy in 
metropolitan dailies for the Al- 


ton Manufacturing Company, 
New York, an_ inverted light; 
space in magazines and mail- 
order papers for the Lenox Silk 
Works, New York; Sterling 
Mills, New York, lace curtains, 
in high grade mail-order publi- 
cations; the R. J. Peter’s medi- 
cal preparation, Canal Dover, 
Ohio, in mail-order papers; Penny 
Wash Company, New York, high 
grade woman’s publications and 
mail-order papers; Hart Manu- 
facturing Company, — Brooklyn, 
key-rings, magazines; Union Mills 
Association, New York, rugs, 
agency proposition, classified col- 
umns daily papers; Whitmell T. 
Taliaferro, Index funnels, in high 
grade woman’s publications. 
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The trouble with most adver- 
tising that goes out through the 
mails, is that the man who re- 
ceives it does not remember 
whom it came from for more 
than a day or so. Successful 
traveling men have an individual- 
ity which is remembered—a per- 
sonality which is their own. 


But the average man _ cannot 
remember whether it was you or 
some one else who sent him the 
book with a purple peacock on 
the cover, or the circular letter 
descriptive of your new line of 
goods. 


The only way to make adver- 
tising through the mails effective, 
is to adopt some particular plan 
that is different from that in use 
by any of your competitors, and 
follow out that plan for a suffi- 
cient period of time—sending out 
matter at frequent intervals which 
has an apparent connection with 
what has gone before and with 
what is coming after. In this 
way you can set yourself apart 
from all those who do ordinary 
advertising, and make sure that 
the credit for your good work 
will be placed where it belongs, 
and that the impression you make 
is one which will be deep, lasting 
and therefore profitable. 


A special department of our 
business is devoted to the plan- 
ning and execution of advertis- 
ing of this kind. We issue, for 
manufacturers and others, regu- 
lar series of mail matter which is 
original enough to be impressive 
and strong enough to sell goods. 


We know without your telling 
us that your business -is “differ- 
ent” from that of other manufac- 
turers, but we can plan for you 
a method of advertising which is 
also “different,” and which will 
exactly suit your requirements 
and bring the results you seek. 


Address me personally, 
GEORGE ETHRIDGE, 
THE ETHRIDGE COMPANY, 
41 Union Square, 
New York. 
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LarceE contracts for confection- 
ery advertising are being sent 
out for Taylor Bros. Co. of 
Battle Creek, Mich., by the Long- 
Critchfield Corporation, Chicago. 
The product is a new one: 
“Taylor-Made Honey Comb” 
Chiplets, and it is said to be 
backed by the largest advertising 
appropriation ever placed behind 
a confection. The first big gun 
of the campaign is a $4,200 
double spread in colors in the 
center pages of an October issue 
of the Saturday Evening Post, 
and the campaign will be con- 
tinued in colors in many other 
high-grade mediums. 


BOSTON ITEMS. 

The Granville Standish Agen- 
cy, Providence, is asking rates on 
500 inches within a year. 


Renewals of the Waitt & Bond 
advertising are going out through 
Wood, Putnam & Wood. 


More papers are being added 
to the list of X-Zalia by the C. 
Brewer Smith Agency, 84 State 
street. 

Mr. Kelcey of the Youth’s 
Companion is adding a few pub- 
lications to his list for fall ad- 
vertising. 


The Shumway Agency is send- 
ing out orders for Hewes & Pot- 


ter—Bull Dog Suspenders, De- 
cember magazines will be used. 


Thomas L. Smith & Sons, 
India St., are sending out copy 
direct -to newspapers for the ad- 
vertising of their different brands 
of liquors. 


The H. B. Humphrey Co. is 
sending out’ orders to literary 
publications for the advertising 
of S. E. Cassino, Salem, Mass., 
publisher of Little Folk’s Maga- 
zine, 


Goulston, who now 
represents the Cochrane Agency 
of Chicago in New England, is 
placing the advertising of Leo- 
pold Morse & Co., clothiers, in a 
select list of dailies, 


Ernest 


PRINTERS’ INK. 


The Emerson Shoe list is being 
made up by Mr. Hitchcock of the 
Wetherald Agency. A large list 
of dailies and weeklies will be 
used throughout the country in 
cities where the company has 
local agents. 


The advertising of the United 
Drug Co. for the coming season 
will be heavier than ever. News- 
papers will receive over 1,000 
inches within the next seven 
months. E. §. Carnes is in 
charge of the advertising depart- 
ment. 


Saville Johnston of Wood, 
Putnam & Wood,is sending out 
orders to western magazines for 
the advertising of G. Willis 
Whipple, Salem, Mass. This is 
a mail-order jewelry business 
catering largely to Christmas 
trade. 


The list for W. W. Mansfield, 
the jeweler of Portland, Me., has 
just been made up. The business 
will run in the leading magazines 
in November and December, full 
page copy. The account is placed 
by Mr. Pierce of the J. Walter 
Thompson Boston office. 


Houghton, Mifflin & Go. 
have published a new book—The 
Children’s Hour—for which a 
large amount of advertising is 
planned. High-grade magazines, 
literary publications and _ large 
metropolitan dailies will be used. 
Most of the business is placed 
by Wood, Putnam & Wood. 


The P. F. O’Keefe Agency has 
recently issued a booklet showing 
its method of doing business and 
several pages of advertisements it 
has placed. The booklet is very 
attractive and ought to be a 
business getter. This agency 
places the advertising of the 
Winchester Repeating Arms Co., 
United Fast Color Eyelet Co., 
Thomas .G.. Plant Co.,. A. _ J. 
Bates Co., Arnold Shoe Co., 
C. J. Countie & Co., Delano 
Potter & Co., Dr. Green’s Ner- 
vura, Triune Ale, Boston Con- 
solidated Gas Co., McCormick 
Brewing Co., J. L. Loughery & 
Co., and Boston Food Fair. 





PRINTERS’ INK, 
THE OCTOBER MAGA- 
ZINES 


Now the brow of the advertis- 
ing manager of every magazine 
begins to be furrowed. Much of 
his time since January has been 
spent in wholesome, active hust- 
ling for new business. But as 
the winter draws on, and No- 
vember approaches, bringing the 
Christmas issues in sight, the ad- 
vertising manager is attracted by 
comparative _ statistics. Perhaps 
he has been anxiously studying 
them since February, when the 
March magazines were out, giv- 
ing him opportunity to draw a 


ADVERTISING INLEADING MONTHLY 

MAGAZINES FOR OCTOBER. 
(Exclusive of Publishers’ own advertising.) 
Pages Ag. Lines 


36,800 
35,632 





Ladies’ 
(cols.) 
McClure’s..... 
Country Life in America 
MA Dosas cciessvesetene 
Everybody’s 
Review of Reviews 
Cosmopolitan 
ee SO pdambekedite 
Munsey’s 
Pacific Monthly 
Woman’s Home 
panion (cols.).......0008 
American Magazine ‘ 
Delineator (cols.).. 
Scribner’s 


World To-Day (Sept.).. 
Good Housekeeping 
World’s Work 
Suburban Life (cols.)...... 
Business Man’s Magazine 
CEE Doses ccesicsicseccees 
Reader 
Designer (cols.)... ..+.++. 
Home Magazine (cols.).. 
Ladies’ World (cols.) ..... 
Housekeeper (cols.)....- P 
New Idea Woman’s Maga- 
MUS (OGIE,) .osiccccrvcccee 
McCall’s Magazine (cols.). 
Out West (Sept.)........ 
Garden Magazine (cols.).. 
Technical World 
Modern Priscilla (cols.)... 
Ainslee’s 
Argosy 
Metropolitan 
Field and Stream.. 
Normal Instructor (cols. 4 
Current Literature 
American Homes and Gar- 
dens (cols.).....esseeees 
Ciscle (cdls.).. 5.000.600 
House and Garden nah 
Atlantic Monthly, ieeauee 8,158 
ri — 's 8,133 
l-Story, Magazine...... 8,066 
Appleton" s Magazine... ind 75742 
Pictorial Review (cols.).. 7,712 
Putnam’s Monthly. 7.672 
Theatre Magazine (cols.).. 7,652 
Human Life (cols.).. 7,182 
Gunter’s Magazine........ 6,944 


200 
1§: 
147 


34,534 
33,975 
325950 
32,312 
32,232 
30,912 
28,052 


26,813 
25.424 
23,856 
22,346 
21,903 
20,702 
20,321 
18,419 
17,585 


17,398 


145736 


14,581 
11,978 
11,774 
11,625 
11,368 
11,356 
10,850 
10,674 
10,528 
10,152 
10,000 

9,632 

95547 


8,988 
8,640 
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‘THE MAGAZINE OF BUSINESS 














This is table showing amount of business 
carried by SYSTEM in September, 1905, 1906, 
1907, and March, 1907: 

September, 1905, 163 pages (net) 

September, 1906, 210 =“ 
March, 1907, 208 
September, 1907, 213 

The fact that SYSTEM has again broken 
a record is not so important as the fact that 
most of this business is repeat business; 
business that no salesman or solicitcr could 
have secured without the aid of that power- 
ful ally, “‘ Value Received.” 

This healthy body of advertising was se- 
cured by no undue exertion of a ar 
by no very unusual strain in SYSTEM 
vertising department, .It was the result “ a 
normal, steady growth, extending over a 
Period of years; a growth i in a clientele of 
satisfied money-making advertisers, who had 
something besides argument and salesman- 
ship to induce them to invest in the Septem- 


ber issue. 
aM 


THE MAGAZINE OF BUSINESS 
ee 


Pages Ag. Lines 
30 6,861 


“ “ 


“ “se 




















Bookman, 
World’s Events. 
Sept.).. 
Yookaing (cols.) 
American Boy (cols.).... 
Spare. Moments (cols.)... 
Strand.... 
Blue Book..... 
Transatlantic Tales...... 
Putnam’s (Sept.)......... 
Star Monthly(cols.—Sept.) 
Benziger’s Magazine (cols. 
Sept.). .. 
Scrap Book 
Railroad Man’s Magazine 
New England Magazine... 2,016 
People’s Magazine....... 448 


ADVERTISING IN LEADING WEEKLY 
MAGAZINES FOR SEPTEMBER. 
(Exclusive of Publishers’ own advertising.) 

Week ending Sept. 9: 


‘(cols. — 

6,821 
6,655 
6,583 
6,545 
55273 
4,400 
4,228 
3,976 
31444 


3,302 
2,619 
2,100 


Cols. Ag. Lines 
10,268 
9,512 
8,064 
5,871 
5,510 


ae Evening Post.. 
Collier's 


Churchman 
Christian Herald.. 
Outlook (pages)........ 
Scientific American...... 
Christian Endeavor World 
Leslie’s Weekly... 
Associated Sunday Maga- 
MAPS scvecvaceegueveuds 


eeeeeee 
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Week ending Sept. 16: 

Cols, Ag. Lines 
11,312 
9,032 
6,215 
5,176 
4.387 
4,376 
4,010 
31956 


_ Saturday Evening Post... 
Collier’s 
Literary Digest.......... 
Outlook (pages).....+.... 
Vogue 
Leslie’s Weekly 
Churchman 
Christian Herald 
Associated Sunday sti 
zine. 3,420 
35275 
2,765 
2,649 
73442 


vee ns Re 
Christian Endeavor World 


Week ending Sept. 23 : 


Vogue 

SE Rew kenasbestnnss. 40 
Saturday Evening Post. 
Literary Digest. 
Churchman, . ... 

Leslie’s Weekly 

Outlook (pages) 
Associated Sunday — 


33,466 
11,802 
7,928 
4,186 
3,975 
3.553 
3,464 


3,240 
2,689 
2,664 
2,483 
2,071 


1,963 


Christian Herald.. 
Independent (Pages). 
“ife 


Christian Endeavor World 
Week ending Sept. 30: 


Outlook (pages). . 


. 17,729 
aw Evening Post. 


12,410 
: 9,578 
Literary Digest..... 
Churchman 

Christian Herald.. 
Independent (pages).. 
Leslie’s Weekly 
Associated Sunday Maga- 


Christian Endeavor World 
Scientific American 


Totals for September : 


Saturday ceed Post.. 
Collier’s ° 
Outlook 

Literary Digest.. 
Churcliman .... 
Independent 

Christian Herald.. 


Leslie’s Weekly 

Associated Sunday Maga- 
zine. 

Scientific American 

Christian Endeavor World 


11,312 
10,430 
9,085 





comparison for the first three 
months of the year. Undoubted- 
ly he gave the subject some 
thought in June, when July 
magazines made a six months’ 
comparison possible. Likely 
enough he compiled a table that 
he did not dare publish, because 
the competing magazine that he 
thought would be beaten by his 
own ultimately proved to have a 
page and‘a half more business 
during that fatal six months, 


PRINTERS’ INK. 


But now the end of the year ap- 
proaches in the magazine world, 
and coi.pile some sort of state- 
ment he must, or forever step 
down from the bright galaxy of 
magazines that can demonstrate 
that they have carried more of 
something than all others, 
* * se 


The comparative statement of 
business carried! It reminds one 
of the display announcements of 
automobile manutacturers «ftera 
Glidden tour, when each maker 
demonstrates to his own satisfac- 
tion, and assures the public,: that, 
though two of his machines 
broke down on the road, and the 
third limped in last, he still made 
the best showing. The compara- 
tive statement of.a magazine is 
designed to convey to the mind 
of the advertiser that that pub- 
lication leads all others. Of 
course, there is always one maga- 
zine that carries absolutely the 
most business during the year, 
and the agate rule proves it, and 
there is no disputing the figures. 
But that doesn't deter the others 
—not at all, The second on the 
list can show probably that it 
carried the most business. during 
the final six months of the year, 
and the ‘third that it tad the 
largest gains this year of any 
magazine. over last year’s rec- 
ords. The fourth separates itself 
from the vulgar herd of those 
that had more business, and 
proudly takes leadership of all 
magazines selling for more than 
fifteen cents. Then there is the 
magazine that had the most edu- 
cational business, and the one 
that led in some other special 
field, and the one that claims 
most revenue, and so forth, and 
so forth. Shrewd devices are 
pressed into service in making 
up these statistics in publishers’ 
offices. Some. advertising that, 
to the advertising public, looks 
as though it were paid for, is 
really charity business, and_ this 
the statisticians. take the liberty 
of deducting from competitors’ 
totals when they figure them up. 
The magazine that can’t work’ out 
some point of superiority and 
publish it on a -broadside for 
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mailing, is undoubtedly sunk in 
a very dangerous 
apathy. 


slough of 


* * 


What does the advertiser think 
of it? Probably he doesn’t think 
of it at all. These broadside cir- 
cular claims, averages, totals and 
comparisons reach his desk, are 
glanced at, thrown away and for- 
gotten by the time he gets round 
to making up his list of mediums 
for the new year. Each is self- 
evidently the work of the pub- 
lisher who wants it believed, and 
there are a good many of them, 
so that none stands out above the 
other. But to the advertising 
managers of magazines them- 
*selves these comparative state- 
ments are very exciting. Each 
month through the year repre- 
sents a race with certain com- 
petitors. Until advance copies 
come to hand for comparison, 
every advertising manager is on 
tenter hooks. He may have a 
staid old periodical that has held 
the van for years, but is now 
pressed by a young competitor 
that comes only a page or two 
behind every month. The adver- 
tising manager of the young 
competitor, too, is on_ tenter 
hooks—this month he may finally 
go ahead of the other ‘fellow—for 
once. If he does go ahead, he 
cannot issue a broadside and 
specifically call attention to the 
competitor that he has at last 
outdistanced. He must preserve 
the courtesies of the trade, and 
veil his remarkable news in a 
phrase that is understood by per- 
haps not one advertiser in a 
thousand. If the other 999 ad- 
vertisers could catch the full 
significance ‘of that phrase, they 
might still be indifferently in- 
fluenced in placing business. But 
this game is forever exciting to 
the magazine men, and the ap- 
proach of December issues means 
many a pre-calculation, many a 
guess, hope, fear, many a dream 
of a long list containing all the 
magazines in the world, with 
their advertising totals for the 
year opposite them, and lo! the 
name of oNE in black display 


caps, like the name of Abou Ben 


Adhem, leading all the rest. 
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MAGAZINE NOTES. 
Beginning with the November issue, 
Spare Moments will advance its sub- 
scription rate to fifty cents a year. 


Appleton’s announces an_ unusual 
demand for the magazine on account 
of the interest that has been taken in 
the Chamvers’ serial story, 


McClure’s is now a fifteen cent 
magazine, but old subscribers are al- 
lowed to renew at the dollar rate, for 
any period from one to five years. 


The October issue of the Pacific 
Monthly is a Homeseekers’ and _Irri- 
gation Number. It contains a quan- 
tity of valuable matter upon the vast 
resources of the far West that cannot 
fail to interest an Easterner seeking 
new worlds to conquer. The Septem- 
ber issue of this magazine contained 
ninety-four and five-eighths pages of 
advertising, and the October issue con- 
tains more advertising than any other 
far western magazine ever carried. 


During October and November 
leading newspapers will be used to 
exploit the Home Magazine. Con- 
tracts have already been placed ag- 
gregating a total circulation in excess 
of six millions; 200 line copy will be 
used October 21, November 5 and 
November 21. Already this amount 
of copy has received two insertions. 
“Satan Sanderson,” a new novel by 
Hallie Erminie Rives begins in the 
October issue. This issue carries 109 
per cent more business than the corre- 
sponding issue last year, which rep- 
resents, probably, a larger iacrease 
than any other magazine has enjoyed. 


—_—___ +0 


A FREE PRESS. 


The hostile attitude of the Postoffice 
Department towards the Public Press 
has been shown clearly, not only by 
its wungenerous interpretation of the 
postal laws, but in ignoring the evi- 
dent purpose of Congress to facilitate 
the circulation of newspapers and peri- 
odicals and the plain mandate of the 
Constitution that there should be no 
abridgment of its Freedom; but in re- 
gard also to the law passed by the 
Forty-seventh Congress, wherein there 
were no restrictions placed upon the 
free distribution of sample copies; in 
the first instance declaring the utmost 
fealty to the laws, showing an almost 
insane desire to enforce the laws to 
the letter; and then deliberately throw- 
ing the law as to sample copies over- 
board and making a special law for 
itself. This shows how easy it is for 
the best of governments when it gets 
a taste of arbitrary power to choose 
those laws for enforcement that accord 


-with its humor and to break and defy 


those that stand in its way. 

his tendency of government to- 
ward the abuse of arbitrary power 
was well understood by the framers 
of our Government, and this is the 
reason they provided-for the Freedom 
of the Press in the fundamental law. 
What is the Constitution “between 
friends”; and what is a law passed by 
Congress if it stand in the way?— 
Wilmer Atkinson, 
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MAKING GOOD FOR ADVERTISERS 





The story of the value of a mag- 
azine as an advertising medium is 
easily told by its advertising pat- 
ronage. 

The magazine which enjoys a 
growing appreciation by the read- 
ing public will show a correspond- 
ing increase in the estimation of 
live advertisers. The year just 
closed has been a 


“T know it will please you to knov” 
that our advertising in THE HOME 
MAGAZINE paid out in returns—the 
comparative cost of the advertise- 
ment considered—better than any 
medium we used. I confess that 
this showing was a considerable 
surprise to me, and congratulate 
you on this result. We will use a 

full page in your No- 





most prosperous one 
for THE HoME Mac- 
AZINE, Its value asa 
magazine is attested 
by the fact that its ad- 
vertising patronage 
has more than doubled 
during the past year— 
a better showing than 
any other magazine of 
its class. 

Take the September 
number for instance. 
This issue carried 
12,996 lines of cash ad- 
vertising against 5,380 
lines September, 1906 





Che HOM 
MAGAZINE 


vember issue on our 
Xmas books.” * 
Eight pages were 
added to the Sep- 
tember HomE MAG- 
AZINE, and it is nec- 
essary to add sixteen 
i in October. 

HE HoME MAG- 
AZINE of the future 
will be better than 
THE Home MaG- 
AZINE of the past. 
The impetus gained 
will strengthen it with 
readers and adver- 
tisers alike. 








—an increase of 7,616 
lines or 141%. The increase the first 
nine months this year over the same 
period of:last year averages 107%. 
A good illustration of how well 
THE HOME MAGAZINE pays ad- 
vertisers is shown by a letter from 
Reilly & Britton, publishers, viz.: 


The value of THE 
HoME MAGAZINE to an advertiser 
lies in the fact that over go% of 
its total circulation of 205,000 goes 
direct by mail into the home—less 
than 10% being news-stands—75% 
of the entire circulation is in the 
prosperous Central West. 


INCREASE IN COVER PAGE RATES 


The demand for cover pages of THR HOME MAGAZINE is So active and reaches so 
many months ahead that we deem it advisable to announce, at this time, the rates for 
1908. The price for back cover will be $8S0 for two colors, $1,000 for three colors, first and 
third inside covers, two colors, $800, or $200 for quarter page. The first inside covers will 
be sold in quarters only. 


The advertising rate for space in the body of the Magazine is $1.00 a line, 10 per 
cent. discount for quarter pages or over used in one issue. 


We will send you detailed circulation statement, together with full information 
showing what we have done for our advertisers, on receipt of postal request. 


Forms close on the 25th of the second month preceding date of issue. 
DECEMBER FORMS CLOSE OCTOBER 25 


THE BOBBS-MERRILL COMPANY, Publishers 
WM. H. RANKIN, Advertising Manager - INDIANAPOLIS 


Boston Office: Chicago Office: 
6 Beacon Street 337-8 Marquette Building 


CARL M. GREEN 
Western Manager 


New York Office: ‘ 
34 Union Square 
WILL C. IZOR 


Eastern Manager CHAS. DORR 
R. E. HUTCHINSON, Associate 


New England Representative 
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HITTING THE NAIL 
ON THE HEAD 


An early recognition of approach- 
ing events and a quick valuation of 
their general importance are neces- 
sary to timeliness in a monthly 
magazine. 

1. THE READER published the 
Bryan-Beveridge debate on State’s 
Rights, a question said to have be- 
come extinct, 

Immediately it was recognized as 
a live issue, as live as a live wire, 
through the current warfare over 
child-labor laws, Cali- 


The retention of the Philippines 
was the main point at issue. The 
trouble with — in July, the talk 
of sending a fleet to Pacific waters, 
largely to protect our island pos- 
sessions, made this issue of Imperi- 
alism a most vital one; and it was 
discussed nowhere else with the 
brilliancy of the articles in THE 
READER. 

These articles of unfailing time- 
liness, unfailing interest and unap- 
pret authorship 





fornia’s protest to 
Washington, and its 
culmination in the 
North Carolina juris- 
diction dispute. These 


things made the au- 
thoritative ideas of 
Bryan and Beveridge 
read and quoted over 
the whole country. 

2. THE READER 
— the Bryan- 


everidge debate on 
Trusts and Their 
Treatment. 





THE SEPTEMBER 


ave won THE READ- 
ER thousands of 
friends. 

4. In the Septem- 
ber and October num- 
bers Mr. Bryan and 
Senator Beveridge dis- 
cuss the question of 
LABOR. 

The war between 
Unions and mine oper- 
ators in Wyoming, the 
far-reaching effect of 
the telegraphers’strike 
—these serious matters 








This appeared at a 
time of exceptional activity in vari- 
ous States against illegal combi- 
nations of capital. Hundreds of 
newspapers recognized the timeli- 
ness of the magazine article. 

. THE READER published the 
debate of these two great leaders of 
popular thought, upon Imperialism 
and the Government of Dependen- 
cies, 


call for the light of the 
wisdom which the New York 
World characterizes as belonging 
to “two of the most brilliant minds 
in the nation.” You should not 
fail to read these great debates 
between Bryan, “the greatest liv- 
ing Democrat,” and Beveridge, 
“President Roosevelt’s closest 
friend in the Senate.” 


“TARIFF”? is the subject of the Bryan-Beveridge Debate in November and December 





THE READER ADVERTISING RECORD 


Advertising in THE READER during the first nine months of 1907 
shows an increase of 90% over the same months of 1906—a gain unequaled 


by any other standard magazine. 


The advertising rate in THE READER is only $150 a page, or $135 
a page on a contract for three pages to be used in one year. 


‘FORMS FOR DECEMBER CLOSE NOVEMBER Ist. 


THE BOBBS-MERRILL COMPANY, Publishers 


WM. H. RANKIN, Advertising Manager, Indianapolis 


WILL C. IZOR, 
r 


Eastern 
R. E. HUTCHINSON, Associate 
34 Union Square, New York 


CHARLES DORR 
New England 
e 


Representativ: 
6 Beacon St., Boston 


F. W.. THURNAU 
337-538 Marquette Bldg, 
Chicago 
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fe ©) GOLD MARK PAPERS©@O) 





Out of a grand total of 22,898 publications listed in the 1907 issue of Rowell’s American Newspa- 
r Directory, one hundred and twenty are distinguished from all the others by the so-called gold 


per 
marks (@ ©). 





AMA. 
THE MOBILE REGISTER (@@). Established 
1821. Richest section in the-prosperous South. 


WASHINGTON, D.C. 
Nearly everybody in ashington subscribes to 
THE EVENING AND SUNDAY STAK. Average, 
1906, 35,577 «@@). 


ILLINOIS. 

THE INLAND PRINTER, Citeoge. (OO) Avt- 
ual average circulation for 1905, 16,866. 

BAKERS’ HELPER (© ©), Chicago. only */Jold 
Mark” journal for baxers, Oldest, best ¥ own. 

TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 


KENTUCKY. 
LOUISVILLE pt g ang stata 
Best paper in city; read by best people. 


MAINE. 
LEWISTON EVENING JOURNAL, daily, aver- 
age August, 1907, 8,067; wenn, 17,705 (© ©); 7.44% 
increase daily over last year. 


MASSACHUSETTS. 

Beaton. Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tries of America (© ©). 

BOSTON EVENING TRANSCRIPT (©©). estab- 
lished 1830. The only gold mark daiiy in Boston. 

TEXTILE W ome RECORD (@6), Rostor. 
Nearly 200 of its 400 advertisers use no other 
textile journal. . It covers the field. 

WORCKSTER L’OPINION | PUBLIQUE (© ©) is 
the leading French daily of New England. 


MINNESOTA 

PIONEER PRESS (QO), St. Paul, Minn. Most 
reliable paper in the Northwest. 

THE MINNEAPOLIS JOURNAL(© ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. ies More local advertis- 
ing, more classified advertising and more total 
advertising than any paper in the Northwest. 


NEW YORK. 

NEW YORK TIMES (@©). Largest gold-mark 
sales in New York. 

BUFFALO COMMERCIAL (@©). Desirable 
because it always produces roduces satisfuctory resuits, 

BROOKLYN EAGLE (@@)| is THE advertising 
medium of Brook! 

NEW YORK pe MIRROR R@ ©). The 
leading theatrical paper of the wor! 

THE POST EXPRESS (@@). Rocberer, N.Y. 
Best advertusing medium tnt in this sectio! 

ENGINEERING NEWS NEWS (0). sala. peliable 
and ably edited.—Times, Chattanooga, Ten 

ARMY AND NAVY JOURNAL, (© ©). Fine in 
its ejass in circulation, influence and presti; 

SCIENTIFIC AMERICAN (© ©) has the om aie 
circulation of any technical paper in tue world. 

VOGUE (@©) carried more advertising in 1906 
than any other magazine, weekly or monthly. 

ELECTRICAL REVIEW (© ©) covers the fieid. 
Read and studied thousands. Oldest, sblest 
electrical weekly.. Wethesthe buyers. 

«) (@©). Whoever mepv- 
My newspapers Mentions 


(©). 


NEW YORK HER 
tions America’s 
x the New York HERALD 


CENTURY MAGAZINE (© ©). There area few 

ople in every community who know more 
han all the others. These people read the 
CENTUBY MAGAZINE. 


STREET RAILWAY JOURNAL (© ©). The 
Seveapant wo F on city and interurban rail- 
ading, circulation aad weekly. 
MoGRAW PUBLISHING COMPANY. 


HARDWARE DEALERS’ MAGAZINE. 
In 1906, average issue, 20,791 (©©.) 
Specimen copy mailed u 


mn Sah, 
D. T. MALLETT, Pub., 253 Kroadway, N, Y. 


THE ENGINEERING RECORD (©©). The 
most progressive civil engineering journal in 
the world. Circulation averages over 14,000 per 
week. MOURAW PUBLISHING COMPANY. 


FOREST AND STREAM, (ce) 


ulation of an: 
Goes to carly weaker recreations iste. Write. 


NEW YORK TRIBUNK ee. daily and Sun- 
day. Established 1841. . ee clean 
and up-to-date newspaper, se readers repre- 
sent tnteileet and poe a i Drtay power toa hign- 
grade advertiser. 


ELECTRICAL, WORLD (@@). Established 1874. 
The great international weekly. Cir. audited, 
verified and certified by the Association of Aner. 
ican Advertisers, Av. weekly cir. durin, 
was 18,827. McouRAW PUBLISHING COM ANY, 


PENNSYLVANIA, 

THE PRESS (© ©) is Philadelphia's Great 
Home Newspaper. It is on t1e Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
Bre. Sworn circulation of The Daily Press, 
‘or 1906, 100,548; The Sunday Press, 137,863. 


THE PITTSBURG 
©® DISPATCH ‘e® 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg fleid.. «mly two-cent 
morning paper oseion @ prestige most 
profitable to advertisers. rgest home 
delivered elseulatton ‘in Greater Pittsburg. 














RHODE ISLAND. 
PR tl og JOURNAL (© ©), a conservative, 
enterprising newspaper without a single rival. 


SOUTH CAROLINA. 
THE STATE (@O), Columbia, 8. C. Highest 
quality, lagzest circulation in south © carolina. 
VIRGINIA, 
THE NORFOLK I. ._y ~y: (© ©) is the 
home paper of Norfolk, Va. That speaks volumes. 
WASHINGTON. 


eats POST INTELLIGENCER (© ©). Seattle's 
rogressive paper. Oldest in State ; clean, 
reliable, influential. Ali home circulation. 


WISOUNSBIN. 
THE MILWAUKEE eee WISCONSIN 
or. the only goid mark daily in Wisconsin. 
ANADA. 


o 
THE HALIFAX HERALD (@ 
ING MAIL, Circulation 15,558, 


) and the EVEN- 
t rate. 
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The advertisements in 


APPLETON’S MAGAZINE 


are select. No questionable matter 
is accepted. This gives prestige to 
every advertisement that auneaia 


The readers of 


APPLETON’S MAGAZINE 


are people of quality. The ignorant 
and illiterate do not buy it. Neither 
do they buy goods of quality. 


Manufacturers and Consumers find in 


APPLETON’S MAGAZINE 


a perfect meeting place. 

















aes ~eagees BUILDING 


41-43 West 25th Street 
Madison Square 
New York 


A Modern (11-Story) Mercantile 
Building in the Heart of the New 


Business District. Every Convenience. 


Three Fine Floors (50x85) 
TO LET 


for high-class business only. 


Ist, 2nd and Top Floors - 
Particularly well adapted for 
Publishers, 
Advertising Agencies, or 
Special Agents 
Exceptionally Good. Light. 


Immediate Possession. 





Illustrated Folder and particulars on request. 
Inquire on premises or your own broker. 

















BY GEORGE ETHRIDGE, 


READERS OF FRINTERS: 
CAITICISM OF COMMERCIAL ART 


There is really very little con- 


nection between a bird and a 
fountain pen. It is true that 
pens were once made of goose 
quills, but a goose is a fowl not 
a bird. It is highly probable, 
however, that the Paul E. Wirt 
fountain pen is a “bird,” but it 
really seems as if there could be 
some better way to advertise it 
than by means of such illustra- 
tions as the one here shown. The 
uses and distinctive merits of any 
particular -fountain pen’ are not 
so easy to show as those of 





FOUNTAIN PEN 


heed for oves 30 veary- maintained its position as 3 


Always Ready. Always Writes. 
Over 100 at all vn Sold by 
lers. 4s m0 ol 
: (ustrated Catslogue <p 
a Address BoxG :8. + Bloomsburd, Pe. 





No.1. 


some other articles, but it is at 
least possible to keep within 
the boundaries of what is con- 
sidered good advertising. 

. * * 

The advertisement of Mr. 
Landrum herewith reproduced is 
noteworthy~ for the reason that 
it means absolutely nothing at 
all. This . remarkable feat has 
been attempted many times, but 
in the past,-every effort of this 
kind has been marred by some 
faint glimmer of common-sense. 
This particular advertisement ap- 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE. 









41 UNION SQUARE.N.Y. 


FREE OF CHARGES 
MATTER SENT TO MR ETHRIDGE. 







peared in a magazine of consid- 
erable importance, devoted to 
amusements, and it is to be in- 
ferred from that fact that Mr. 
Landrum is an entertainer of 
some kind. It may be that the 





Always 
Ready 






No.2. 


picture is intended to convey the 
information that he is now en- 
gaged in walking home, and it is 
to be sincerely hoped that such 











Eee 


deena ral 





















is the case and that he will be 
obliged to walk untii he learns to 
advertise himself in a_ sensible 
manmer. 


* * 


No one would ever overlook 
the fact that the Hood Company 
anything 


advertisement exploits 








Ss Pp ap seo 
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but rubbers, In a clean, sensible 
manner this design gives profit- 
able publicity to the concern. As 
a display, the mortised rubber is 
a happy thought. The main feat- 
ures of the rubber are well 
shown, the trademark cleverly 
exploited, and the copy distinct. 
There may not be anything 
startling in this design but it is 
practical and comes very near 
being an ideal of its kind. That 




















they wear longer, 
look better, fit bet. 
ter and are better 
than any other rub- 
bers made. 


Hood Rubbers are 
made over latest style 
shoe lasts—in a/é sizes, 
to fit a// shoes, for men, 
women and children. 
Look for the Hood trade 
mark on every pair you 
p PP arantees 
Old-fashioned Quality 
New-Sashioned Styles. 
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\\ RUBBERCOMPANY) | 
soston/ | 
Soa { 
U.S.b 

\ 


Jeena, 
CLIEAMAAL LS SS 
44 44444 LS ff 
Bg If your stealer cannot 


A Uree) a clever sfory, - 
4 “ Enew 
§ About Her Rubbers” i 
HOOD 
RUBBER CO. 

Boston, 
Mass. 










other firms are not so fortunate 
is illustrated by a chat with the 
manufacturer of watches, who 
advertised extensively. He used 
a White Elephant in all his 
magazine space. “Why in the 


world do you use an elephant?” 
he was asked. “I had to have 
something,” was his retort, ‘““Why 
not use watches,” was asked 
again. “By jove, I hadn’t thought 
of that,’ he said, and his next 
advertisement really sold goods. 
* * + 


Here is an advertisement of 
the Cleveland Rubber Works 
which appeared in a recent num- 
ber of Power, a trade journal of 
importance, whose space is valu- 
able and priced accordingly. Of 
course it is obvious that the 
drawing is very poor, but that 
might be forgiven if there were 
embodied anywhere in the adver- 
tisement the germ of an original 
thought. In the same issue of 
the magazine in which this ad- 
vertisement appeared, there were 












THE CLE 
RUBBER 




















twelve advertisements very simi- 
lar in some respect to the one re- 
produced. Six times the phrase 
“stop and think’ was embodied 
in the copy, and in seven cases 
hands and men pointing to the 
goods were utilized as the illus- 
trative feature. This kind of ad- 
vertising is done by those who 
do not stop and think. If they 
did, they would recognize the 
futility’ of doing over and over 
again the same things which 
others are doing and have dotie 
ever since advertising was a4 
little boy. There are plenty of 
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new things to do, and at least 
there are plenty of different ways 
of doing the old things. 

* * * 

The wire fence, or whatever it 
may be, shown in this trade pa- 
per advertisement, may be “Per- 
fect” and worthy of its name, 
but if such is the case it is sadly 
misrepresented in its advertising. 
This design is cold, gray, flat 
and uninteresting. There is no 


\S) 


Dou rimped) Wire " 
JADEN STLEL.BRASS. COPPLRANDPMOSPHOR BROW: 
INERS CANDLESTICKS ©” VARIOUS DESIGN: 
THe Lupnow Savior Wires Co. Sthoui 
o AGENCIES 


MINE4x9 SMELTER SUPPLY Co. 
enver. Saitboke, EL! Pas 


























spot of white to rest the eye and 
no pure black—nothing but fog. 
There was plenty of room in this 
advertisement in its original form 
to show a section of the wire 
cloth, display the trademark and 
leave plenty of room to say what- 


ever there may be to’ say in de- 
scription of the goods, 
——\__+oe—___—— 


THE LAYOUT. 
WESTERVILLE, Ohio, Sept. 28, ’o7. 
Editor of Printers’ INK: 

I find that there are still many ad- 
vertisers who do not recognize the 
value of making a layout in connec- 
tion with getting their copy ready for 
the printer. They seem not to recog- 
nize the fact that the printer can get 
up a much better display,.and at the 
same time work out the-ideas of the 
man who writes the copy,-if-he is fur- 
nished with a plan. 

The layout bears the same relation 
tc the printed advertisement as_ the 
architect’s plan to the finished struc- 
ture. The copy and cuts may be said 
to be the material that goes into the 
building. Unless there is a plan laid 
out one is bound to get a poor ad- 
vertisement. 

It is my plan to draw. out the ad- 
vertisement as nearly the exact size 
it will appear in the paper as _ possible. 
Then I lay out spaces forthe cuts 
the same size that they will appear in 
the printed advertisement. Headlines 
and subheads are indicated in the 
dummy, and the whole is divided up 
the way I want it to appear. The 
pieces of copy are carefully numbered 
to correspond with numbers on the 
dummy. I even indicate just what 
size of. type I want used throughout. 

J. H. Lartmore, 











outside agencies. 


gone below the 50,000 mark—42 
advertisers. 


combine city circulations of any f 


Morning, Evening or Sunday. 


Three to One 


Ever since its beginning The Milwaukee Journal has kept faith with 
its advertising patrons by telling them exactly what its circulation is. 
Upon three different occasions The Journal has been fortunate enough 
to have its circulation records investigated by reputable and pepe 
Each report upon same gave The Journal more pai 
circulation than guaranteed and sold to advertisers. 
No advertiser at home questions The Journal’s circulation statements, 
for they meet the paper wherever they go. 
The Journal’s daily gain for the past year has averaged close to 7,000. 
Just one day in eight a months has The Journal's circulation 
,000 paid is what is guaranteed and sold to 


The Journal Company now guarantees advertisers that the city 
clrculation alone, of The Milwaukee J —, és 


of any combination possible to 
than is the fotal pald circulation of any other Milwaukee newspaper, 


IN MILWAUKEE 


there is no possible way for an advertiser to buy an equal amount of 
publicity at so low a cost as by employing The Milwaukee Journal. 


patd 

ter ime 4 the 
waukee lies 

make—and that it is also greater 





Cc. D. BERTOLET 





THE JOURNAL COMPANY 


J. F. ANTISDEL 
Boyce Bldg., Chicago 9 W. 29th St., New York Gumbel Bldg., Kansas City 


OSCAR DAVIES 
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Advertisements. 


Advertisements in * Printers’ Ink” cost twenty 
cents a line or forty dollars a page (200 waee) 
Sor each msertion, $10.40 a line per year. 
per cent discount may be deducted t i payment 
accompanies copy and order for insertion 
and _ ten per cent on yearly contract paid 
wholly in Ifa position is 
demanded for an advertisement, and granted, 
double price will be charged. 


WANTS. 


ea ernaseD FARM SERVICE for dailies, 
Page mats or any way to suit. ASSOCIATED 
FARM PRESS, 112 Dearborn St., Chicago. 


MBITIOUS, well educate’ young man desires 
position with eprervidn firm; has some ex- 
perience. W. D. SAYERS, R. 1301, 395 Bway, N.Y. 


ig circulation of the New’ York “World, 

morning edition, exceeds that of any other 
worming newspaper in America by more than 
100,000 copies per day. 


E KEEP men in line for advancement with- 

out d er to their present positions; 

write for booklet and state sition desired. 
HAPGOODS, 305 Broadway, N. Y. 


ANTED—A business manager, with capital, 
to join hands in publication of tarm beoks, 
spaper and literary magazine. Address 
PROSPECT,” care Printers’ Ink, 10 

Spruce St., New York City, N. Y 


OOKKEEPER with bank education and 
ability to do any office-work, and Adver- 
tiser, English and . Powell graduate, 
offers his services for wee 
“J. ?? 288 Ei. 72d 12d Street, New York. 


EDITOR 


Fully equipped and experienced, editorial mana- 
ger phe writer, desires ‘poeeon in charge of im- 
portant newspaper. “HAMILTON,” Printers’ Ink. 


AVE secured $15,000 adi advertising in signed 
contracts for trade publication. Also ex- 
perienced manager. Can pk my ~ Leg { 
as to character, ability, etc. “Open good 
proposition, Address “HUSTLER,” Printore’l Ink. 


RE YOU LOOKING for a high-class editorial 

writer of wide experience and ability to 

our readers “sit up and take notice?’ 

can deliver the goods, and will be glad 

to furnish all information upon application. 
“C. X.,” Printers’ Ink. 


geo LASS ee. wanted, who can 
——— nm with big capital in develop- 
ment ente’ speiee | ‘at mouth of Columbia river. 
oe mone tothe right man. Address JOHN 
{, Manager, oe of Commerce, 

| te Astoria, Oregon. 


OSITIONS NOW OPEN—Ad-Writer, Pa., $20- 
2. folicitors, Mich S » $25-30; ee. oe, Ct., 


* ness er, 
tay 25-30; Pa, uic ekly. 
Bookle' Ne Zis hse. FEKN AnD vice gui 
MEN’S EXCHANGE, Springfield, Mass. 


1 ADVERTISERS’ MAGAZINE”—Tue | Wrer- 
ERN MONTHLY should be read by every 
advertiser and mail-order dealer. Best “School 
bea Advertising” Uy a ‘Laial subscription 
cents. Sample copy free. THE WESTERN 
MONTHLY, 815 Grand ve., Kansas City, Mo. 


W atten-2y the Publication Department of 
Electrical can prepare Company, 
Technical Writers who can 





matter is necessa: but experience in writing 
for 0. bo cations. 4 * Ene prime requisite. Address 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ify for ready positions at a week and over, 1o 
write for free copy of my new prospectus anc 
endorsements from leading pele dle every- 
by One graduate fills $8.00 
and any number earn e150 The best 
Sothtne adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 


mand exceeds su 
GEORGE DOWEL Advertising and Ruat- 
ness epi. Wi Metropolitan Annex, New York. 


ANTED—A man to take charge of the Ad- 
vertising and Stationery Departments of 
a very large manufacturing company selling 
oods to the retail men’s furnishing goods stores. 
n replying, state fully your Sol pga givin; 
complete I st of references, and i f possible — 
afew specimens of advertising matter that 
have wip op and state if you are fami or 
with the work of ordering geen! and station- 
ery supplies. ore age, - state whether mar- 
ried or not, and salary expected. 
ddress } F.,” Box 426, Printers’ Ink, 
New York City. 


WANTED—SOME IDEAS! 


We have room for a good, live, hustling 
advertising man as a partner, with ‘‘some 
ideas ’’ which we can apply i in Latin-American 
countries, so as to make our friends the 
‘*Dons”’ sit up and take particular notice. 
Small cash capital required. We have the only 
American Advertising Agency in Latin-Amer- 
ica. A good field and no favors shown. 


Write P, O. BOX 1078, HAVANA, CUBA. 
-— + 


MAILING MACHINES. 


HE DICK MATCHLESS MARES. n htest and 
quickest. Price $14.50. ¥. ENTINE, 
Mfr., 178 Vermont St., Buffalo, N 
— + > 


CARD INDEX SUPPLIES. 


EY prices on Stock Cards and Special Forms 
from manufacturers. Cards furnished for 
all makes of cabinets. Special discounts to 


Posts Trade. 
NDARD INDRX CARD COMPANY, 
707-709 Arch St.. Philadelphia, Pa. 
—_——_ or" 


PAPER 


BASSETT & SUTPHIN, 
62 Lafayette st.. New York C 
Coated paversa specialt; z. AE, 4 ‘perfect. 
Write for high-grade catalogues, 


ADVERTISING MEDIA, 


HE REcorD is the Woman’s Home Companion 
of Troy and Central Miami County. Ohio. 
Only daily. Low-class 1 
monthly regulator, fake financial, liquor, etc., 
advertising barred. Send for sample co} opy. 








General Advertiser: 


Do you contemplate entering 
Philadelphia this Fall and Winter? 
If so, your list is not complete 
without the German Daily 
Gazette, which thoroughly covers 
the German population of 350,000 
people. 

A letter will bring our Advertis- 
ing Manager to your office (no 
matter where located) at an early 
date. He is well equipped with 
facts that will be valuable to your 
business. 

The Mail Order Advertiser as 
well as the General Advertiser 
should consider this paper, as it is 
considered the best paying me- 
dium in the city of Philadelphia. 


German Daily Gazette Pub. Co., 
Philadelphia, Pa. 
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PRINTING. 


Ov choice of printing consumers kee 
continually busy. Ov receipt of your 
we can easily demonstrate whether or not 4 
choice and ours is identical. Perhaps it may 
lead to yetaaliy protitable painecet Who 
peeme! Why not write now ! THE BOULTON 
RESS, saver ts. Cuba, N. Y. 
el 
ADVERTISING AGENCIES. 


D A. O'GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusively’ 


= ADVERTISING AGENCY, 
ome Txivase po» © lew York, 
tree 


T= 3 





te ADVERTISING COMPANY, 1269 
Broadway. New York, General Advertising 
—— Mail. under ana classified adver tising a 
specialty. 
A LBERT FRANK & CU., 25 — Street. N. z. 
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BOOKLETS, 


* BOOKLETS }""#.8" "8 


os” <seee *. 6 


8, r. Sample free. 
THOMAS i, Siven Rose St., N.Y. 
BILLPOSTING AND DISTRIBUTING. 


8,000 PASSENGERS DAILY 


from, Danville. Illinois Interurban Station Elec- 

tric tines run through rich farming country and 

into the mining districts; rich farmers, well-paid 

pee Ng kind of people | ou Pets to Lowes 

vertis: spacer, nches, : 
R.C.P ARKS, Danelle Tinols 


Vy sneer & GREEN control the posting in 
more than as y California towns and 
cities, i Onkland, Ala- 
meda, Berkeley, 3 oy and others in the 
north; ioe. Angsies, Santa Barbara, Riverside. 








General Aversa Age 
1872. Chicago. Boston. Philadelphia. Advertis- 
ingof all reas placed in every part of the world. 


ANUFACTUREKS’ AUyEaT ING BUREAU, 
237 Broadway (0) 0.), New York. Ads 

in the ° TRADE JOURNALS our eae. 

Benj. R. Western, Propr. Est. 1877. Bookie’ 


HALF-TONES. 


RITE for vite. and prices. STANDARD 
ENGRAVING CO.. 560 7th Ave., New York. 


EWSPAPER HALF-TONE F-TONES. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered a — accompanies the order. 
Send for samp 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


iS gee or line productions. 10 square 
inches or smaller. delivered prepaid, 75c.; 
Cash with order. All 
Service day and nigbt. 
References furnisbea. 
Box 815, 


6 or more. 50c. each, 
newspaper screens. 

Write for ‘circulars. 
conamnper process-engraver. FP, O. 
Philadelphia. ba. 


ADVERTISING NOVELTIES. 


VERY cchestente kind, from all manufac- 
turers. ‘EK, W. FRENCH CO., New York. 


pe ——— ri. a of the ra 





32 
per 1000. "Steel nail file, in leather case, 330 
1000, your adon. J.C. KENYON, Mfr., Owego, PY. 
—___+o+—__— 
STEREOTYPE OUTFITS. 


Cine simplex stereotyping outfits. No heat- 
ane of os in the Cold nee Boe stereotyping 


klet for two 
neni Pain 240 East 33d Street, 


~ DIAMONDS. 


bs tag 
New 


yc Pay 
pa on delivery, (a che in 8 monthly bazments. 
Catalog free. Write tod 
Original Diamond & Wateh Credit nom 
Dept. L,179 92 State St,, Chicago, Til. 
—__ ++ 


ADVERTISING CUTS. 


ATTRACTIVE ADV, CUTS. 


Booklet10c, E.A.A., 469 Park Pl,, Bklyn, N.Y. 
—— ++ 


PRINTERS. 
Wien print catalogues. booklets. circulars, adv. 
tter—all ds. Write for saan ge {THE 
BLAIR PTC. Oo,, 514 Main St.. Cincinnati. 
PRESSES. 


RINTERS, ATTENTION !—We have a number 
inder P: different sizes 4 


prices. Presses_rebui 
ATHBUN & yep CO, 
Printers’ Machinists, 33 to 43 Gold St., N. Y. City, 


n Bernardino and othersin Southern 
Californiay “fan Francisco office, Stevenson near 
14th 8t, Los Angeies office, 229 San Pedro St, 
ee 


SUPPLIES. 


7 D. WILSON PRINTING INK CO., Limited, 
e of 17Spruce 8t., New York, sell more mag- 
mt ot cut inks than any other ink house iu the 


Special prices to cash buyers. 


pasts for shipping ay oy mailing wrappers, 
trunk linings, cigar be x labels and all other 
ses. Bernard’s ( ‘old. Wate r Paste is posi 
best. Vi ee Garotina Chemical Co. use 
t exclusively in 16 factories. Sam free 
BERNARD'S PASTE DEPARTMENT, * Rector 
Building, Chicago. 


pur 
ive 





PATENTS TENTS. 


mamsPATENTS that | that PROTEC Tau 
o- - books mom Inventors mailed on receipt 


stamp: - 8. & A.B. LACE 
Washington, oD. ©. Estab. 1869, 





+o ~-— 
PRINTERS’ MACHINERY FOR SALE. 





FOR SALE 


TWO BROWN 
FOLDING MACHINES 
Used less than one yom. 


Address “ W. J. K 
Box 968, “Duftalo, iP 











PREMIUMS. 


NHOUSANDS of suggestive premiume suitable 
for publishers and otners Aer the foremost 
ers and wholesale dealers in jew 

kindred lines. 500- list —, illustrated 

catalogue. (OO) k of its kind. 

Published annually. 35th issue now sendy ; free 

8. F. MYERS CO., tw. and 49 Maiden Lane, N.Y. 


Re eee 
ADVERTISING EXPERT. 


PUBLISEERS—1 can put your pivetiiding de- 
partment on its feet. Thirty successful 
engagements; work done on educational and 
scientific lines; «opy prepared. J. A. WILSON, 
Advertisement Expert, care Printers’ Ink, 

+o 


PUBLISHING Se OPPORTUNI- 


UST NOW 
There are several desirable 


Can be ndvesseuooney 
First come best serv 
Write, ’pbone or call o: 
Bi feo: sO aR — rt, 
ro) ary in 8 ro ‘ 
253 Broadway, New oe . 
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COIN CARDS. COIN MAILER, 


3 PER 1.000. Less for more; any printin $2 60 PER 1,000. For 6 coins $3. Any printing. 
THE COIN WRAPPER Cv,, Detroit, Mich. e ACMECOIN CARRIER CO., Burlington,la. 
—_——_tor———__ 


FOR SALE, ‘ ADDRESSES FOR SALE, 
A COMPLETE Electrotyping Plant for sale; 5 000 LIVE names and addresses of farm- 
rice right; for full particulars address 9 ers, neatly hand written, just com- 
BECKER BRUOS&., 51 Terminal Way, Pittsburg, l’a. er 1,000; the 5,000 for only $7. J. F. 
a See 


plete, $2 50 
CHERRY, Myra, Pa. 
PRINTING MACHINERY. 


———+0——""" 
POST CARDS, 
SAVE 60 Per Cent TO-DAY ethene: 
on Printing Machinery. Post Cards, $5.85 per M. 
For immediate sale we offer the followin, 
eas Sees a. ——  K from your photo. 
which can seen in operation in our Boston , 
plant, in good working condition. The extensive bE gent our Biotone posts 
improvements we are ae necessitates this : 
sacrifice. All big bargains. Terms vo suit. 
Machine, 24% inches, 
, Rear Fly, 24x29. By anyone. A fine advertising 
» Rear Fly, 17x21. Proposition, Send for samples. 


4 io. Py. ory Address our nearest house. 


hear Bly, —. BARNES-CROSBY COMPANY 
Wire Stitcher. 215 MADISON ST., CHICAGO. 
Moulaing Machine. 132-136 W. 14TH ST., NEW YORK. 
Machine, with stand. 214-216 CHESTNUT S8'., ST. LOUIS. 
Presses—28 inches. —— 


Press—cost $1,200—will sell 
as new (14x11). 


tint we! POST-CARDS 

inches, no bar. j 
alle las MADE FROM 43—-\ YOUR PHOTOS 
“ 


“ : The Best ( | ‘CO That's Made 


“ 

Sa a a SEND FOR Crjcno® FREF SAMPLES 

“ 

a CURT TEICH & CO. Inc CHICAGO, 
Prices on application. -_ \ 
GRIFFITH-STILLINGS PRESS, Boston, Mass. Largest Manufacturers of Post-Cards 


Quality Comes First 


We want good ink under all circumstances, and if necessary to produce 
a = ink at an increased price, then of course increase the price—not 
reduce the quality. Don’t think because we have not sent a job ink 


ee 


Fe 











order lately that we have forgotten ~~. for we haven’t, but we are onl 


small job printers and give you all our orders, small and few thoug 
they are. F, A. FRY, Publisher News, Newport, Pa. 


My last advertisement mentioned Mr. Fry’s order for a keg 
of news ink, and as he remitted at the old prices, I had to 
ask for another cent per lb., and the above is his cheerful 
reply. Many publishers throughout the country seem to 
think my raising of news ink prices was only to follow the 
fashion, but to-day I am actually paying three ‘times as 
much for oil as I did ten years ago. lama fighter for 
quality, and rather than resort to substitutes, will lose every 
customer on my books. My reputation was built on honest 
dealing, and I value it too much to lose it through greed 
for making money. Send for my sample book. 


ADDRESS 


PRINTERS INK JONSON 


17 Spruce Street, New York 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards orcirculars, and any other suggestions for bettering this department, 








Greorce L. Mitcuertt & Co., 
Commercial Publicity. 
Intelligent Systems for Promoting 
Sales Planned and Supervised. 
Executive Offices: 

421 Chestnut St., 

PHILADELPHIA, 
Editor Ready Made Department: 

Dear Srr-—Herewith please find 
some proofs of a series of ads which 
we have been running for the Friends’ 
Central School System of this city. 
This system consists of a number of 
outlying junior schools where boys 
and girls are taught together. These 
schools are so graded that promotions 
are made to the Central or High 
School. Here the children are of 
such an age that in courtesy to the 
prevailing sentiment of Philadelphia 
the children are taught separately. 
That is to say, the boys’ and girls’ de- 
partments in the High Schools are 
absolutely separate and _ distinct. 

This series of advertising has been 
running during August and_= early 
September, and with very flattering 
1esults to the school, which is enter- 
ing pupils as they have never entered 
them before. 

This advertising had a two-fold pur- 
pose as the series will show, namely, 
to attract parents of small children to 
the Primary and Grammar grades scat- 
tered about the city, and at the same 
time to advertise the Friends’ Central 
School, which is a high school 
pating for college. 

This is the most attractive and prob- 
ably the most successful school adver- 
tising that has ever appeared in the 
Philadelphia papers, and it occurs to 
us that some of this matter might 
prove helpful to some of your readers, 
and we send it accordingly. 


Very truly yours, 
(Signed) Geo. L. Mitcuett & Co. 


pre- 





It is an excellent series—and 
that is one of its strong points— 
that it is a series, each ad being 
complete in itself yet forming 
but a single chapter of an inter- 
esting continued story. am 
sorry that photographic repro- 
ductions to fit these columns 
would make the text illegible, for 
it is interesting to note how a 
solid black silhouette cut can be 
made to indicate, at least approx- 
imately, the age of a boy. For 
instance, a parent, glancing at the 
original of the ad here reprinted, 
would at once be reminded of 
his own child, whether of the 
kindergarten, primary, grammar 





or prep. school age, by one of 
the four silhouettes representing 
those four stages of growth: 





THE FRIENDS’ CENTRAL SCHOOL 
SYSTEM. 
includes 


Three Kindergartens at 15th & Race 
Sts., 17th & Girard Ave., 35th & Lan- 
caster Ave. Rates $35 Per Year. 
Three Primary Schools’ (For Boys 
and Girls) at 15th & Race Sts., 17th 
& Girard Ave., 35th & Lancaster Ave. 


Rates $50 to $70. 

Four Grammar Schools at 15th & 
Race Sts. (Boys), 15th & Race Sts. 
(Girls), 17th & Girard Ave., 35th & 
Lancaster Ave. Rates $70 to $100. 

One Friends’ Central (College Prep- 
aratory) School at rsth & Race Sts. 

(Boys and Girls are here taught in 

Separate Departments.) Rafes $130 to 
$200. 
_ The studies are so graded and the 
instruction so correlated that the pupil 
saves about one year’s time in the 
primary and secondary education ad- 
mitting to College, 

Details in 1907 Year Book, mailed 
on request. 

New pupils should apply 
classes are limited in size. 


> J. EUGENE BAKER, 
Superintendent of Friends’ 
15th & Race Sts. 


now, as 


Schools, 


But perhaps the shorter ones, 
some of which are here reprinted 
without the very appropriate sil- 
houettes, are even more effective, 
for each of them suggests, by pic- 
ture and headline, a feature of 
the courses taught: 


FRIENDS’ KINDERGARTENS 
give best of care and training to little 
ones in their charge. They form a 
link in the Friends’ Educational Sys- 
tem, culminating in Friends’ Cen- 
tral (College Preparatory) School. 

1907 Year-Book and Rates mailed 
upon request. Get booklet ‘Moulding 
the Boy.” 


J. EUGENE BAKER, 
Superintendent of Friends’ 
15th and Race, 

17th and Girard Ave., 

35th and Lancaster Ave. 





Schools, 





The Friends’ Primary and Grammar 
Grades insure guarded companionshi| 
and careful training to the Boys and 
Girls in their chargé. 

“Work while you work, play while 
you play,—no lazy habits” is the prac- 





ailed 


as 


ools, 


nes, 
ited 
sil- 
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tice at Friends’ Central (College 
Preparatory) School. 
1907 Year-Book Gives Rates. 

J. EUGENE BAKER, 
Superintendent of Friends’ Schools, 
15th and Race, 
17th and Girard Ave., 
35th and Lancaster Ave. 





ATHLETICS 
in moderation are encouraged. There 
are four Gymnasia on_ the School 
Grounds composing the Friends’ Edu- 
cational System, culminating in the 
Friends’ Central (College Preparatory) 
School. 

The Boys of the several Schools 
have exclusive use of the fine enclosed 
Football and Baseball field at Park- 
side. 1907 Year-Book on _ request. 

J. EUGENE BAKER, 
Superintendent of Friends’ Schools, 
15th and Race, 
17th and Girard Ave., 
35th and Lancaster Ave. 


MANUAL TRAINING 


through the Friends’ Grammar. Grades 
gives the boys and girls dexterity of 
hand. In the Primary classes clay 
work, raffa and wood carving sprepare 
the way up to it. It is all part of the 
Friendly plan of education, culminat- 
ing in the Friends’ Central (College 
Preparatory) School. 

1907 Year-Book explains the plan. 
J. EUGENE BAKER, 
Superintendent of Friends’ Schools, 
15th and Race, 
17th and Girard Ave., 
35th and Lancaster Ave. 


THE BOY 
or Girl in the Friends’ Graded Schools 
has the advantage of Small Classes, 
Guarded Companionship, and  Teach- 
ers’ personal interest in Studies and 
Sports. 
Friends’ 








Central (College Prepara- 
tory) School. 
“Molding the Boy” is mailed on 


request. 

J. EUGENE BAKER, 
Superintendent of Friends’ Schools, 
15th and Race, 
17th and Girard Ave., 
35th and Lancaster Ave. 





MATHEMATICS 
are emphasized in the various Friends’ 
Schools. Daily drill with surveying 
practice in the Senior year gives every 
graduate of Friends’ Central (College 
Preparatory) School a ready entrance 
to College or Technical School. 
1907  Year-Book gives rates. 

J. EUGENE BAKER, 
Superintendent of Friends’ Schools, 
15th and Race, 
17th and Girard Ave., 
35th and Lancaster Ave. 





In the one which foliows, I 
should say that a better impres- 
sion would be conveyed, to any 
educated person, at. least, if 





“speak” were substituted for 
“talk,” in the first line: 


DEBATE. 

The ability to talk and write good 
strong English is the crying need of 
the day. 

Friends’ Central (College Prepara- 
tory) School emphasized the English 
Course in the class-rooms from_ the 
Primary to graduation. 1907 Year- 
Book on request. 

. EUGENE BAKER, 
Superintendent of Friends’ Schools, 
15th and Race, 
17th and Girard Ave., 
35th and Lancaster Ave. 


The booklet, ‘Molding the 
Boy” will hardly fail to hold the 
interest of any parent with a boy 
of school age. I regret that its 
length precludes its reproduction 
here, it leads so logically and in- 
terestingly from the kindergarten 
to and through the prep. school 
stage of a boy’s education and 
training, and the methods de- 
scribed are those which one ap- 
proves almost as fast as they are 
read. The booklet is decidedly 
attractive in mechanical make-up, 
printed in Cheltenham throughout 
and each left-hand page bearing 
one of the strong silhouettes pre- 
viously referred to. 











A Novel Telephone Ad from the Cin- 
cinnati Inquirer. 





The University 


of Satisfaction. 


In these days of Diploma 
Showers we are kept pretty 
busy ourselves in confer- 
ring the Degree of P. S. 

The June Telephone Class 
of 1907 is increasing rapid- 
ly. Every day sees some 
new members added to the 
roll. Millions of people 
have taken the Degree of 
Perfect Satisfaction, which 
can only be enjoyed by 
those whose names are in 
the Blue Bell Book of the 
Telephone. 

Our ‘‘Faculty’—the Con- 
tract Department—charges 
nothing for installing a tele- 
phone. Rental—Direct In- 
dividual Residence Service 
$4 a month. Duplex Resi- 
dence Service (2 on a line) 
8 1-3c. a day. 

THE BELL TELEPHONE 
COMPANY, 
314 Vine Street, 
Cincinnati, Ohio. 
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McCatt Apvertisinc Co., 
Chemical Building, 
St. Louts. 
Editor Ready Made Department: 
Dear Sir—We inclose, herewith, a 
few ads that we have recently pre- 
pared for the McCarthy-Evans-Von 
Arx Tailoring Company of this city. 
Any criticisms that you could make 
would be appreciated by, 
Yours very respectfully, 
McCatt ADVERTISING COMPANY, 
J. G. McCall, Pres. 





I take it that these ads are 
aimed at the average business 
man—the man who expects to 
get a pretty fair suit to order for 
thirty dollars and something 
“good enough for anybody” at 
forty dollars, or so—the man of 
quiet tastes, who takes rather 
seriously the business of ordering 
his clothing. Now, being just 
about that sort of a man, I tried 
these ads on and they didn’t fit. 
Take the ad below, for instance; 
it makes a good start, but the 
first paragraph spoils the whole 
effort. It is too flippant and 
slangy—sounds too much like the 
call of the cheap “ready made” 
man. I am a thorough believer 
in the judicious use of slang, in 
the occasional employment of a 
good, strong slang word or 
phrase that is “pat” and imme- 
diately suggests the right 
thought, but it disturbs me _ to 
find a string of old ones like 
“glad hand,” “get there” and 
“glad rags,” all in the same short 
paragraph. That first paragraph 
doesn’t mean a_ thing, and it’s a 
serious drawback to an ad which 
in other respects is not bad: 





A WARM WELCOME TO FALL. 


We are here with the glad “hand” 
for Fall. We want to see you get 
“there” with the “glad rags” this fall. 

Fabrics of rich patterns in some of 
which brown  patronizes the color 
scheme and others in which gray oc- 
cupies the center of the stage, yet both 
being brightened and made ultra at- 
tractive by harmonizing stripes and 
plaids and pin checks of olive, of 
maroon, of black and of white. 

Plus MacCarthy-Evans-Von Arx 
superior fine tailoring, the sum is in- 
comparatively swagg clothing. $30 to 
$50. 

MacCARTHY-EVANS-VON 

TAILORING CO., 
820 Olive Street. 


Phones: Main 5175; Central 244. 
The P. O. is still “‘just opposite.” 


ARX 
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I think that a custom tailor’s 
announcement ought to be a little 
more dignified than the one be- 
low. It isn’t every man who 
wants his clothes-buying thoughts 
to be mixed with “headaches and 
hand-me-downs,” “mornings 
after,” etc. These are not pleas- 
ant suggestions. They are en- 
tirely unnecessary. They posi- 
tively detract from the force of 
the ad, even without the cut of 
the pop-eyed individual at the 
top, shown in the act of having 
a__ headache. The ad-reading 
habit is strong. It is growing 
stronger. It is no longer neces- 
sary to do hair-raising stunts in 
order to get attention. And the 
goods themselves—their color, 
quality or style—usually make 
the best possible text for an ad: 


HEADACHES AND 
HAND-ME-DOWNS. 


Many a man’s good intentions are 
due to the headache next morning. 

Many a man is wearing a Mac- 
Carthy-Evans-Von Arx Suit who was 
forced into ordering same by the dis- 
agreeable experience of the “morning 
after” buying a ready-made suit. 

Before taking a MacCarthy-Evans- 
Von Arx Suit they usually have to 
have the _ after-effects of ordinary 
clothing. 

When you make up your mind that 
you want to be thoroughly well dress- 
ed, thoroughly satisfied with your ap- 
pearance, thoroughly assured that 
you will your money’s worth in 
clothing, us make up a suit for 





anc 
get 
let 


you. ; 
Fall suits made to measure, $30 to 


0. 
Rotter order your V.-P. Ball Dress 
Suit this week. 
MacCARTHY-EVANS-VON 
TAILORING CO., 
820 Olive Street. 
Phones: Main 5175; Central 244. 
The P. O. is still “just opposite.” 


ARX 





And the next one; what excuse 
was there for dragging in the 
girl and the buggy riding? Why 
not cut out the similes that don’t 
“simile,” that only introduce an- 
other and perhaps _ distracting 
line of thought, make direct, 
clear-cut statements and give 
your space to matter that will 
concentrate the reader’s attention 
on the goods or the policy an- 
nounced ? 

NO CHANCE. 


You have no more chance of seeing 
last season’s fabrics in our stock than 
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you have of seeing a girl go buggy} Has a Straightforward Sound That Is 


riding with a one-armed man. . ate 
Our Daily Dollar-Reduction Sales Pleasing and Convincing. From the 
New York Times. 


every August and February clean up 
every suiting of the season we have 
in stock. 

So, the army of Fall Suitings that 
now proudly stand at dress parade on 
our counters is made up entirely of 
new recruits. Not a veteran in the 
ranks. 

Fall suitings made to measure, $30 
to $50. 

MacCARTHY-EVANS-VON ARX 

TAILORING CO., 
820 Olive Street. 

Phones: Main 5175; Central 244. 

The P. O. is still “‘just opposite.” 





For a Savings Bank. From the Gen- 
eral to the Specific—Tells What is 
a Good Thing To Do, and How To Do 

From the Indianapolis (Ind.) 





The head of a large and 
successful business concern, 
whose employees are count- 
ed by the hundreds, in a 
recent talk to his men said: 
“The best recommendation 
a young man could bring 
me in applying for a_posi- 
tion would -be a_ savings 
bank pass book, showing a 
regularity of deposits, for 
it is well known that a 
young man who saves _ his 
money and_ becomes _ suc- 
cessful in his own affairs 
will likely aid in the suc- 
cess of his employer.” 

This strong company, 
with its unequaled  facili- 
ties for saving small or 
large sums of money, ex- 
tends a cordial invitation to 
every one to open a sSav- 
ings account. Start now, 
to-day. 


THE INDIANA TRUST 
COMPANY, 
Indianapolis, Ind, 
Capital $1,000,000. 
Surplus $375,000. 











For Good Printing. From the Leaven- 
worth (Kans.) Times. 


| Do You Realize 


that a cheap letterhead can- 
not successfully carry a high 
grade announcement? 

You will appreciate the 

| business-getting, prestige- 

building value of the busi- 
| ness stationery which we 
| produce. 

We are giving satisfaction 
to the most exacting con- 
cerns in three States, and 
we are sure to please you. 


SAMUEL _DODSWORTH 
BOOK C 





Leavenworth, Kansas. 











American 
Orientalists. 


That is what we claim to 
be on the question of Ori- 
ental Rugs. 

We mean, distinctly, that 
we know rugs and buy them 
as the Orientals know and 
buy them; and that we sell 
them on _ straight, honest, 
American business _ prin- 
ciples; with no _ mystery, 
exaggeration, deception or 
pretense of special value, 
except where it really ex- 
ists. 

The plain truth is that 
people are constantly over- 
paying for sham or even 
genuine antiques that are 
over-estimated. 

In a quarter of a century 
of Oriental Rug study, we 
have learned the goods as 
any native might, without 
learning the habit of  ro- 
mancing in values. 

Our policy is to conduct 
a Rug House on principles 
which cannot be criticised. 
We charge no more than 
the rugs are worth, and 
have no rugs marked at 
visionary prices. 

Special—We have just 
opened a lot of Persians, 
good, durable quality, and 
pleasing, rich colors. 

Carpet sizes suitable for 
Dining Room or Library for 
$100. No discount to the 
trade. 

PARKER, SMITH & CO., 
Rug Merchants, 

22, 24, 26 West 34th St., 
Adjoining the Waldorf 
Astoria, 

New York. 








Good Idea. 











Convertible 


Bonds. 


Many well-informed _in- 
vestors are not familiar 
with all of the details 
which give Convertible 
Bonds their title. 

We shall be glad to send 
to those interested a copy 
of our 8-page circular ex- 
plaining these details, and 
describing practically all of 
the Convertible Bonds now 
upon the market. 
SPENCER TRASK & CO., 

William & Pine Streets, 

New York. 











PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 








Vo. LXI. NEW YORK, OcrToserR g, 1007. No, 2. 


Unto the Second 


Generation—Almost. 


The other day a gentleman called to tell us that he had 
just received an order from Colorado and an inquiry from Ken- 
tucky, both in response to an advertisement in Country LIFE IN 
AMERICA Six years ago. 





The city of Seattle is still getting inquiries from the 
Wor.p’s Work of August, 1905. 

These incidents suggest the publication of’ the following 
letter from Mr. L. W. C. Tuthill, who places all the advertising 
for the three great greenhouse manufacturers, and who formerly 
managed the Kcolmeh Shop (expensive hand-made furniture): 


September 

Twenty-seventh, 

Nineteen Hundred Seven. 
DouBLEDAY, Pacr & Co., 


133 East 16th St., N. Y. City. 


Gentlemen: Taking myself so seriously involves many responsibilities ; 
for instance, there’s that Advertisers’ Almanac of yours—it seems positively 
imperative that I burst out and say my hearty approval of same. 

Then there is another thing; some of those Wooly West, plunging 
broncho riders seem to feel they have actually got their money’s worth out of 
a six-page reader, and let you in the secret that it’s still pulliug; but listen !— 
the Kcolmeh Shop can make them look like a sixpence. Three years ago 
the Shop grew reckless and took two-inch, single column space in GARDEN 
and said a few things about window boxes. Not only did that Ad pull, but 
in some sort of wizard, wireless way, it is at it still, at a sure average of 
twenty-five or thirty a month. 


Sometimes I almost believe in GARDEN. 
L, W. C. TUTHILL. 








